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Busy agency men can simplify production by using 
type set photographically on the Intertype Fotoset- 


14 point usually have to be handset, while on the 
Intertype Fotosetter, type can be set at keyboard 
speed up to 36 point. Composition on film can be 
enlarged to 144 point or larger...ready for your 
photoengraver or lithographer. 

You eliminate the need for reproduction proofing 
and photographing ... also often save the cost of a 
paste-up. Vitally important, too, is the fact that 
Fotosetter composition ... and blow-ups ... are 
clean, razor-sharp, need no retouching. 

Don’t go round in circles to get big type on jobs 
such as posters, car cards, window displays, exhibits 
and ad heads. Get the facts from your Fotosetter- 
equipped typographer or lithographer. 


FOTOSETTER ter line composing machine. For example, sizes over 
on 


compositi 


If it isn’t made by Intertype 
it isn’t a Fotosetter. 


360 Furman Street, Brooklyn 1, N. Y. 
i. Chicago, San Francisco, Los Angeles, 
intertype Corporation nen ree 
In Canada: Toronto Type Foundry Co. 
Ltd., Toronto, Montreal, Winnipeg, 
Vancouver, Halifax 


Set in Century Schoolbook and Futura Extrabold. FOTOSETTER is a registered trademark. 
+ + » for more details circle 461, page 125 












































GD aavertising Requirements 


Vol. 2 e No.4 


See Contents 


| 
i 
) 





Those Life Savers Ads.................00. P. K. Thomajan....... 28 
i What Makes a Good Point of Purchase 
Display 


AAG week ee ae hes ed awuceek be Edward K. Whitmore... 939 
How to Produce an Outstanding Annual 
PEE inh os he e0s Fo yet UME Cbs oese ¥ 80 Dick Hodgson ....... 57 
TV Production—Do It Yourself and Save. ...Nat B. Fisenberg...... 85 
Exhibit Policies of the Auto Industry's 
Departments i ee aca ca Cecil Rogers ......... 68 
Just Between Us... 3 § Advertising fipertalten | Spark Sales for 
The Editor’s Notebook... § 
ee Gallagher & Burton................... Peg Miller ........... 73 
How I Solved It... 14 Be an hhestgTe 
AR Reprints... 24 Supplement Reproduction ............. Ford E.. Witt i.svss06ae 79 
Art & Photography... 28 
Stereo Presentations—An Effective Sales 
Window & Store Displays... 39 
hie. ae eee es td psc Haviland F. Reves 87 
Radio & TV Production... 85 & The Esso Sign Program. ..........cscccccccccccccecccceccccerees 90 
Shows & Exhibts... 68 
Premiums, Prizes & Specialties... 73 Admiral Chartroom Provides Information in a Hurry............... 92 
Photoengraving & Platemaking... 78 § 12 Steps to Better Direct Mail.............. Arthur H. Vasterling.. 97 
Audio & Visual Aids... 87 
Signs & Identification Materials... 90 Packaging for Profit... ............2eeeees John C. Newell Jr...... 183 
Direct Advertising... 97 
How to Prepare Copy for Low-Budget 
Labeling & Packaging...103 = 
Printing & Binding...107 = SE DOE oar tuivis ph db’ sc cedenows Lou Desowle ....6skdss 107 
Layout & Typography...115 # Government Switches to Offset for Bonds...Sitanley E. Cohen..... 110 
Coming Conventions. ..123 : 
Advittisom Indes. 123 | Chicago's Best in Typographic Design.................2.0.0e00: 115 





— a — =e 6 did thd tint Wallis india: waited ile eile cals Gals Gomi cinab que ain cath ems a aa 


FIRST CLASS 
Permit No. 95 
(Sec. 34.9, P. L. & BR.) 
CHICAGO, ILLINOIS 


BUSINESS REPLY CARD 
No Postage Stamp Necessary if Mailed in the United States 









lease enter immediately my subscription to 


DVERTISING REQUIREMENTS for 

] 2 years (24 issues) at $5.00 

] 1 year (12 issues) at $3.00 

] Payment enclosed ([] Bill my firm [7 Bill me 









ly Nam Title. 

xs —POSTAGE WILL BE PAID BY— 
treet 

A iiicwenlidie ge inasiicsareijniseh Tc Advertising Requirements 


200 EAST ILLINOIS STREET 
CHICAGO 11, ILLINOIS 


nny NEE I aca chtenlicinaesiiciersiioctei 


rtising Requirements 200 £. inois s., Chicago 11 


\ 
i 


Hiram Walker's Merchandising Fairs 


The distiller organized a special trade show for liquor dealers and took it 
on an extended tour of the U.S. Hiram Walker Merchandising Manager 
H. D. Dols, tells the inside story behind one of the year’s most successful 
promotions. 


Matchbooks on Parade 


Every year matchbooks become increasingly popular as an advertising 
medium. The winners in the 1954 matchbook competition present a good 
guide to what is being done today in this field. AR will present pictures 
of'award winners and an analysis on winning techniques. 


How to Save Money on Your Sales Presentations 


An art director explains techniques which not only help to make sales 
presentations more effective . . . but save money at the same time. This 
special feature provides a helpful checklist for admen who are faced with 
the problem of developing effective presentations. 


How to Design a Prize-Winning 24Sheet Poster 


AR’s editors have analyzed posters which have won awards during the 
past six years in the Outdoor Advertising Art competition. This feature 
will cite the techniques which have been most effective . . . and today’s 
trends. Plus—pictures of the 1954 top prize winners. 


@ How Sealtest Gets the Pictures for Its Ads 
. » » getting mouth-watering appetite «ppeal in photos for Sealtest ice 
cream is no easy dish for photographers—it takes plenty of skill and 
some interesting innovations. 

@ How to Develop an Effective Cooperative Advertising Program 
. . » Lehigh Navigation Coal Co. has learned through experience that a 
good cooperative advertising program doesn’t just come about by chance. 
It takes lots of hard work—but it pays off in the long run. 

@ How to Prepare Art for Silk Screen Printing 


. . » an expert answers 16 of the most frequent questions about the prep- 
aration of artwork for screen process printing. 
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Announcing BIG 50 PRIZE 


ADVERMAT contest 


For All Advertising, Sales, Sales Promotion, Marketing, 
Merchandising, and Purchasing Agents, and Assistants to 
Such Executives, Throughout the United States & Canada 


Your Chance To Win A 


Eee 
a RALIETT 


» en 


PIRI - 
ie A FS ert 


(except employees of the Perfo Mat & Rubber 


associated companies or advertising agencies, 
state 


Company. and its subsidiaries and 


Contest is subject to all federal, 
and local regulations 


Duplicate prizes will be awarded in case of tie.) 


[st GRAND PRIZE: 1054 ma sERIES TF CON- 


VERTIBLE. What a prize! The world’s most wanted sportscar! 
And this is the very latest model in the glorious MG Sportscar 
tradition — faster yet safer than ever. Although the MG has won 


almost every racing cup and trophy, the MG is not just a car for 
racing drivers. For it handles magnificently, performs outstandingly! 
More economical to run, by far, than ordinary cars. You look, feel 
and live like a millionaire at the wheel of your MG, in the color 
and upholstery of your own choice. What a prize! 


¢ 


~- 


Perfect Team For Perfect Shaving — Everywhere! 


FULL WEEK BERMUDA VACATION FOR TWO. Luxurious Remington 60 DeLuxe Electric 


Handy new RCA Shaver Bat- 
Shaver, 


lst class cabin on world famous cruise ship, Furness Lines’ Queen 
of Bermuda, New York to Bermuda and return, with stay-over and 
meals at internationally known Castle Harbour Hotel, Golf, Beach 
and Yacht Club, for the most memorable vacation of your life. 


18th to 29th PRIZES: Box of Admiration Golden Hour 


Cigars. Contains 100% Havana Filler, naturally aged for a year. 
One of Admiration’s finest cigars. 


All 50 of these exciting pri 


any to merchan 
eo ease with eranniio? 
that dealers are delighted to have an 
sales at stores’ highest traffic p 
products where the sell me 
VERMATS are 
ae. ever ends up in the basement. pe - 
Pa ed fun! You have gt 
ite today to NW Tas ulall CONTEST, Perfo Mat boro 
sin ype Pa 16, N. Y. for as TEU) a i” 
yey eee and other members of your company. 
ae 


| 
of any kind, mee Pe AL rr ae 


the greatest electric 
shaver of all time. Packs more 
speed and power than any other 
electric shaver ever developed. 


tery Kit that’s so popular with 
outdoor men and travelers be- 
cause it permits you to shave 


zes will be given away by the Perfo Mat ae 
isi ives because We 
isi dvertising executives | 
aoa The long-life point-of-purchase display 
use, ADVERMATS trigger your gaps 
oints. Give you continual hard sell on you 


t 
ans most. We particularly want you to know tha 


ste! No 
the point-of-purchase displays that are used. No wa 


electrically anywhere you go. 
(Each of the 15 winners of the Remington 60 will get the RCA Battery Kit) 


30th to SOth PRIZES: Personalized rubber Advermat 


doormat. Your name, address, or any other copy you desire die cut 
and inlaid right into this distinctive personalized rubber Advermat. 
Adds a smart and unique welcome touch. Lasts a life-time! 


JUDGES, from every field of advertising, are: 


y 


Robert J. Mohr, Advertising Man- 


Eldridge Peterson, Editor of 


Printers’ Ink ager of Phillips-Jones Corporation 


(Van Heusen Shirts) 


SLL 
oes ty 
entry blanks as 
No obligation 


ae 


Norton B. Jackson, Executive William D. Cayton, 


Director Point-of-Purchase Adver- 


President of Cayton, Inc., 
tising Institute 


Advertising Agency 


PERFO MAT & RUBBER CO., INC. 
461 Fourth Avenue, New York 16, New York * LExington 2-3051 
In Canada: Perfo Mat & Rubber Co., Ltd., Sherbrook, Quebec. 


Sole Selling Agents in the U.S.A. and Canada for Redfern Rubber Works, Ltd., Hyde Cheshire, England. 
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Your case is one that is common to many adver- 
tising production men and it calls for the services 


ofa specialist. 


International Color Gravure is just that...a 
specialist in rotogravure. Here you will find a 
complete staff of highly skilled technicians in 


the art of gravure engraving. 


Life will seem much less complicated if you 
call in International Color Gravure on your next 
rotogravure job. They'll take over your copy, 
your schedules and your headaches. They’re ex- 
perts in preparing positives the way the publica- 
tion wants them. And in time to meet the closing 


dates too. 


39 West 60th St., New York 23, N.Y Atty olitels me liga -ee lt Pee) 0) 


PHILADELPHIA—Widener Building LOS ANGELES—122 Glendale Boulevard 
Rittenhouse 6-216] Phone MAdison 6-4601 


SUPERTONE, INC. 


408 Lexington Ave., New York 17,N.Y. Telephone Plaza 3-9468 
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JUST BETWEEN US 


Who Pays the Cost? 


One of the finest expressions of enlightened understanding of the 
economics of advertising was the article in the February issue of 
Advertising Requirements, in which John R. Donegan, production super- 
visor, advertising division of GE's major appliance division, told how 
his company is trying to minimize waste in the display field. 


In order to prevent excessive amounts being spent for speculative 
presentation of ideas, GE briefs all salesmen at the same time, requires 
that ideas be submitted in rough form, in black and white only, and 
then tries to distribute the work among its accepted sources of supply 
so that nobody will have made a big investment without some recompense. 


If you have not read this article already, I suggest that you 
turn back to Page 31 of the February issue and give it a good look. 
Mr. Donegan has put his finger on the source of one of the big wastes 
in the advertising business, and it is important that other buyers and 
sellers cooperate in an effort to cut down the huge costs of preparing 


and submitting ideas for displays and other forms of advertising 
materials. 


While suppliers may be blamed for going to the extreme in the 
matter of presentations, Mr. Donegan said, "It is common knowledge that 
many purchasing and production men will ask for dummies and compre- 
hensives from enough suppliers to cause the total cost of the submis- 
Sions to run as high, or higher, than the cost of the actual display." 


It is not only in the display field that wastes of this kind have 
been allowed to mount. And it is obvious that in the long run either 


the buyer will have to pay for this waste, or the suppliers will go out 
of business. 


This is a subject that requires the best thinking and practice 
on the part of the entire business. It's an unnecessary waste of time, 
skill and money—a waste that nobody can afford. 


t 
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winners! 


ketterlinus 
displays 


win awards 


Aint “i windows 


win attention 


OFFICES 


NEW YORK 25 West 43rd Street, 18 
CHICAGO 221 North La Salle Street, 1 
BOSTON 10 High Street, 10 
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KETTERLINUS LITHOGRAPHIC MANUFACTURING COMPANY 
PRIMOS, PA. (A Suburb of Philodelph 
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> A quick look at the Reader’s 
Service card inside the back cover 
of this issue of AR—or at the bottom 
of most of the ads in this issue—will 
reveal another of our continuing at- 
tempts to make AR more useful to 
its readers. We have extended AR’s 
services to include handling requests 
for additional information on serv- 
ices and supplies advertised in our 
columns. 

While this additional service has 
been recommended by many of our 
readers during the past year, we 
hesitated to assume the financial 
burden until we were sure that the 
service would warrant the additional 
costs. Frankly, a Reader’s Service 
department is an expensive affair. It 
isn’t something that can be handled 
in a casual and simple manner. 

Here is how AR’s system operates: 


e When we learn of a new product, 
service, booklet, folder, etc., which 
we feel will be of interest to AR 
readers, we write to the firm in- 
volved and ask permission to “list” 
the item as available through our 
Reader’s Service department .. . re- 
minding the supplier that our read- 
ers will expect prompt answers to 
their requests for material. 


e As soon as we have definitely 
scheduled the item to appear in a 
specific issue, we send another letter 
to the supplier informing him of this 
fact ... and again reminding him of 
the importance of the inquiries he 
will receive. 

@e When copies of the issue con- 
cerned are “off the press,” we send a 
tearsheet of the item and again urge 
prompt handling of inquiries. 

e Then the requests start flowing in. 
The Reader’s Service cards are for- 
warded to a lettershop where a label 
is prepared for each item requested. 
In the past, for example, each card 


Display Type faces in this issue . 


Page 23—Samson & Futura Bold Italic; 25 
28—Bodoni Campanile & Bold Italic; 39—Radiant Heavy & Bold Condensed; 
Tempo Black & Futura Bold Italic; 68—Karnak Black & Memphis Bold Italic 
Modern Italic; 79—Bodoni Bold & Light Italic; 87—Bodoni Black, Black Italic & Bold; 90- 
Futura Bold Italic; 97—Tempo Black & Futura Bold Italic 
Black & Futura Bold Italic; 115—Bodoni Bold & Bold Italic. 


New Selling Tools 


DEW EoD 


has listed an average of eight items 
wanted. This means preparing eight 
individual labels—one for each item 
requested. 


e These labels are gathered by item 
requested and forwarded to the sup- 
plier at regular intervals. In our first 
ten months of publication, we han- 
dled 134,322 requests for items listed 
in AR and when the final figures for 
our first year are in, the total will be 
considerably over 150,000. Anyone 
who has had to order that many in- 
dividually typed labels knows that 
it is not an inexpensive affair. 

We feel, however, that our Read- 
er’s Service department is one of the 
things that has enabled AR to 
achieve a high degree of success in 
our first year. We hope that the ex- 
tension of this service to include our 
ads as well as editorial material will 
help to make AR even more valuable 
to our readers. 





>» We’ve long been impressed with 
the highly effective job Les Suhler 
does with his circulation mailings 
for Look. But we’re even more im- 
pressed as the result of a letter we 
got the other day. 

We've recently moved into a new 
home in a Chicago suburb and evi- 
dently the former owners were Look 
subscribers. At any rate, the letter 
we received was addressed to “The 
New Occupant,” which was printed 
on the envelope. Below this was 
the address printed with what ap- 
peared to be the Addressograph 
stencil minus only the name of the 
former owners. 


CUUUEUEEDERUEECEOURDEEORUOEOEDOEDOEOEROROEEOU OOO ROREUEEEOOEDEEDERCEROUDEOGEROEOUEOERUEOOEOUROERUROUEOOROERORDOEOEDOGOEEORRURDERGEROEEU SOE OUECERDARGEOEROERORDOGUEEOEDUROORGEOORDUOUEDDEOUADORUADARDERGEEASGUROERUEROEGUAOES 


Bodoni Campanile & Bold Italic 
57—Radiant Heavy; 65—Studio, 
73—Bodoni Black, Black Italic & 
Lydian Bold: 91— 


103—Studio & Futura Demibold Ita 107—Tempo 


G- 
Ci 





May 10, 11, 12, 1954 


Grand Ballroom and Adjacent Ballrooms 


HOTEL BILTMORE 


New York City 


Request Guest Tickets or Exhibitor's 
Color Brochure on company letterhead. 


Thomas B. Noble, Chairman 


ADVERTISING TRADES INSTITUTE, Inc. 
270 Park Avenue, New York 17 
Murray Hill 8-0091 


Next Advertising Essentials Show 
Nov. 15, 16, 17, Hotel Biltmore, New York 
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Now... 


Send your Invoices 
FREE 


of 1ST class postage 


POST-PAC INVOICE POCKET 
LABELS carry your invoices free 
of first-class postage—easily 
accessible on the outside of 
the package...saves postage 

. saves cost and labor of 
addressing a regular shipping 
label... eliminates need of a 
packing slip...enables retailer 
to price merchandise and put 
into stock immediately. Pay- 
ment of invoice is expedited. 


WRITE FOR SAMPLES 


PUST-PAb 
POCKET LABELS 


DIVISION OF GAW-O’HARA ENVELOPE CO. 
3026 FRANKLIN BLVD. 
CHICAGO 12, ILL. 
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Les’ letter started out: “Welcome 
to your new home! Because this 
home of yours has been a Look 
home because we have sent 
so many copies of Look to the folks 
who used to live at your address... 
we almost feel as if we already know 
you. 

“So we take special interest in 
welcoming you, and hope we will 
have the pleasure of continuing to 
send Look to your house 
other-Tuesday.” 

The letter went on to make the 
usual “special” subscription offer 
and contained a variety of added 
items aimed at getting us to send 
in our $3. 


every- 


MOTION BY 


One of the things that made the 
Look letter so outstanding was that 
it was the only “welcome” piece we 
received from a national firm. We 
were rather surprised, as a matter 
of fact, that we received so few 
similar pieces from local firms. 

If our case is typical, there cer- 
tainly is a wide open field of op- 
portunity for admen in the new 
home-owners market .. . and if they 
do the job as effectively as Les 
Suhler, it should pay off handsomely 
in sales volume. 


> We’ve heard several reports late- 
ly to the effect that the circulation 
lists of AR are “closed.” It’s hard to 








STRETCHES SOCKS ...AND SALES 














’ 
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Turntables by Vue-More display 


the Bell 


chine to best advantage 


Portable Sewing Ma- 


from 


every angle—make ‘em _ stop, 


look, buy. Here’s the perfect mo- 
tion for all-around dis- 


play use. Silent, safe, sure 


device 
Vue- 
More turntables rotate slowly. 
carry loads up to 250 Ibs. 


Whether you require a motor for a custom-built display or a ready-to-use 
your best motion buy is Vue-More. Call on a Brevel 


turntable of any size 


Sores report increases of up to 300°, in sales 
of Interwoven’s new Flexible Socks when novel 
motion display is used. This striking sales pro- 
moter by Merit Displays Co., Paterson, N. J., 
uses a stock Vue-More motor to demonstrate the 
stretching of the socks in two directions—the 
top expanding lengthwise, the bottom stretch- 


ing in width. 

Merit found this particular 
worm drive motor easily adapted 
to the heavy duty motion require- 
ment of this display. Its power out- 
put proved superior to other mo- 
tors of comparable size and cost. 
Economical to handle production- 
the cool, 
noiseless, trouble-free operation. 


wise, motor provides 


motion engineer for assistance in your display planning—there’s no obligation. 
Write for illustrated catalog and price list of America’s most complete line. 


BREVEL PRODUCTS CORP. - 


PS. 


6 ¢ ar « April 1954 


214 SULLIVAN ST. - 
When at the P.O.P.A.1. Show, see us at Booth 20M (Mezzanine) 
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tell how such rumors get started, but 
we've heard the same things from 7 
friends in New York, Dallas, Chi- 
cago, Los Angeles and other points. 
We hasten to assure you that this 
isn’t the case. If you’re a “pass- 
along” reader who doesn’t have his 
own subscription—or know of some- 
one who would like to receive AR 
regularly—it’s a simple matter to 
get on the list. Just fill in the sub- 
scription order card inside the front 
cover of this or any other issue and 
send it in. Our circulation director, 
Mike Hartenfeld, will be more than 
happy to add your name to the 
growing list of AR subscribers. 


> On page 57 you'll find a story 
about the highly effective annual re- 
port put out this year by the First 
National Bank of Dallas. In looking 
through its pages, we were struck by 
an interesting trend in such reports 
that seems to be growing every year. 
This is the adaptation of ideas used 
extensively in high school and col- 
lege yearbooks. 

School yearbooks have been a 
“proving ground” for many things 
that have later been widely adopted 
by advertisers and publications. A 
lot of prolonged creative thought— 
by students, faculty advisors and 
graphic arts suppliers—goes into the 
annual crop of yearbooks. 

We doubt that you can find an- 
other group of similar publications 
that contains so many new and dif- 
ferent ideas. Many of them, of 
course, are far from professional in 
character. But even these frequently 
hold a spark of an idea which 
eventually finds its way into com- 
mercial use. 

A good idea source for any ad- 
man is a collection of school year- 
books. Many printers specialize in 
such publications and usually have 
a supply of top notch examples on 
hand. The biggest collection can be 
found in the library of the National 
Scholastic Press Assn. at the Uni- 
versity of Minnesota in Minneapolis. 
Most school libraries also have a 
collection of yearbooks. 44 










“You must have dreamed about big 
game hunting last night. You kept 
screaming, DEADLION!DEADLION!'"’ 


It's too late 
when It’s 
on the press! 





Magazines are put to bed on tight — properly...take the time to do it right. 
schedules. Closing dates seem short... (nd proofs from Intaglio tell the 
and there’salways the rush fordelivery — story prior to print...permit changes 
to newsstands and the subscribers. So... show your printer what you expect 
advertisements and editorial must be — your advertisements to look like. 
proofed and positioned...inks mixed... 
press-work begun...quickly as possible. 


INracuio processes more gravure 
And should your advertisement fail to 


production than any other company 
show-up properly in print, there’s no . 7700 color, 2650 monotone, and 
stopping the press tomake corrections. — 3000 package and label jobs in 1953. 

To approach press time with an We've been serving leading editors, 
easy mind...rely on Intaglio to do your 


art directors and production men for 
gravure production. Three hundred 


eighteen years of pioneer leadership. 
skilled craftsmen who work in day and (nd it’s never too late to have us do 
night shifts in our three conveniently 


your gravure production, too, 
located plants, take care to do the work 


Our six offices are at your Service. 


Intaglio SErVICE corPoRATION 


America’s First Gravure and Letterpress Servicers 
305 East 46th St., New York—731 Plymouth Court, Chicago 
1835 Lewis Tower Bldg., Philadelphia —Intaglio-Cadillac, Inc., 4240-14th Ave., Detroit 


2600 Kearny St., San Francisco—1932 Hyperion Ave., Los Angeles 
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Sticki 
with KLEEN-STIK 


KLEEN-STIK GOES ‘’3-D’'! 


Just like the movies, printing, and T-V 
actresses, Kleen-Stik gives Bepth, De- 
tail and Dash to point-of-purchase dis- 
plays. This famous moistureless, stick- 
tight adhesive, applied in carefully placed 
Strips ’n’ Spots, makes possible ingeni- 
ous uses of folds and die-cuts for realis- 
tic, super-sellin’ effects like these: 


Comin’ Through! 


That’s what people think this 
FALSTAFF BEER can is doing 
when they see it in retail 
store windows. Actually, it’s 
two half-can replicas, printed 
on heavy-weight stock and sup- 
plied with strips of ever-stickin’ 
KLEEN-STIK. A couple of sim- 
ple folds, strip the covering from 
the K-S adhesive, and mount 
one inside, one outside of win- 
dow or showcase for a terrific 
traffic-stopper! This ‘‘canny”’ 
idea was the 3-dimensional 
baby of Falstaff’s ROY SHER- 
WOOD, with aswell production 
job by SCHMIDT LITHO- 
GRAPH of San Francisco. 


“| Scream, You Scream”... 


Food products P.O.P. is probably the 
hottest competitive field today. So this 
3-D display for CARNATION COM- 
PANY ’s Fresh Milk & Ice Cream Div. 
is even more of a ‘“‘standout’’. Ad Mgr. 
WALT MAYER collaborated with Los 
Angeles designer JERRY NOVORR, 
who devised the clever combination of 
die-cut tabs and folds that assemble 
easily into a lifelike facsimile package, 
either square or round. Produced = 
UNIVERSAL PRINTING & LITHO 
CO., these copyrighted ‘‘Uni-Pop-Outs”’ 
go up quick and easy oy means of peel- 
and-press KLEEN-STIK Strips .. . 
stick tight on walls, windows, and other 
smooth surfaces for hard-hitting, long- 
lasting sales impact! 


SEE what you can do with 
KLEEN-STIK? Besides Strips 
and Spots, there’s K-S All-Over 
Gummed Stocks, too, that 
make wonderful shelf strips, 
die-cut signs, bumper strips, 
and loads of other effective 
P.O.P. Ask your regular printer 
or lithographer—or write for 
free membership in the K-S 
**Idea-of-the-Month”’ Club. 


KLEEN-STIK PRODUCTS, INC. 


225 North Michigan Avenue ® Chicago ], Ill. 
Pioneers in pressure sensitives for Advertising and Labeling 
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Electrotypes or Mats? 


e Your direct mail piece entitled 
“Indian Dope Trick?” has just been 
received. Quoting from this piece, 
“Ropin’ in the straight dope is strict- 
ly AR’s job.” This sub-heading 
makes me feel that you mean 
what you say, but unfortunately 
you published an article in February 
(“How They Compare: Mats, Elec- 
trotypes, Plastic Plates,” Feb. °54 
AR, page 59) that does not leave 
this impression. One knowing the 
graphic arts field very well might 
be able to analyze the material 
printed, but the impression received 
on my recent visit to New York 
from the agency production people 
is that this article proves mats to be 
far inferior to electrotypes for news- 
paper advertising campaigns. 

Mr. Glenn Adair, the author, is 
misinformed on the procedure in 
making quality mats, especially on 
so small a list of newspapers. . 
A good stereotyper will never make 
a stereotype pattern plate from a 
complete copper engraving or any 
other to make 21 mats The 
reason given to use dry mats, which 
is time, could not stand because it 
would only take at most two hours 
to produce and even pack to ship 
21 quality mats, meaning a direct 
pressure baked mat. 

If the job referred to in Mr. 
Adair’s subject were produced by our 
company it would have equalled the 
plates in reproduction and saved the 
client about two-thirds of his cost. 

G. W. KAUFMANN 
President, Kaufmann 
Stereo Co., Cincinnati 


Mat & 


e To the editors of the Electrotypers 
& Stereotypers Magazine, I have 
suggested that the article on mats, 
electrotypes and plastic plates in 
the February AR is so full of meat 
that they should reprint all or most 
of it. 

Harry L. Gace 

Gloucester, Mass. 


a 
‘< 


5 
- 


“We're Looking for...” 


e Can you tell us where we can get 
information regarding salesmen’s 
incentive plans, suggested contest 


operational 
dise, etc.? 
We are particularly interested in 
a plan suitable for a wholesale bak- 
ery which employs several hundred 
routemen. 
Douctas G. MAHON Jr. 
Douglas G. Mahon Jr. Adver- 
tising, Augusta, Ga. 


plans, prize merchan- 


@ When in New York, I saw a gad- 
get. It consisted of a wire or a tape. 
You placed two fingernails on one 
end and quickly pulled, whereupon 
it played a message or a tune. The 
tape or wire was attached to a 
greeting card. I think it would make 
a fine promotion piece. 

Could you please let me know 
what novelty company makes this 
and what they charge, etc. 

WILLIAM FRANK 
William Frank Advertising 
Agency, Joplin, Mo. 


e ...I have a problem which you 
may be able to solve. We are in- 
terested in securing color photos of 
stock scenic shots taken in the fol- 
lowing places: Hong Kong, Tokyo, 
Mexico, Lima, Rio de Janeiro, 
Hawaii, Fiji, New Zealand, Austra- 
lia. Could you send me a list of 
firms in the U. S. who might be able 
to supply same? 

May I congratulate you on a very 
fine publication. It is read with much 
interest every month by everyone 
in our office. 

C. R. FARNSworTH 
McConnell, Eastman & Co. 
Ltd., Vancouver, B. C. 


e Please give us the names of com- 
panies which print 
cards. 
Ray BAXANDALL 
Dean W. Geer Co., Oshkosh, 
Wis. 


colored post 


e We are interested in selecting a 
good textbook on writing business 
letters and were wondering if you 
could tell us what is available .. . 
title of book, author, price 
where it can be purchased. 
TREVETT R. Moore 
Advertising Manager, 
Construction Equipment Div., 
Metalweld Inc., Philadelphia 


and 
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MAKERS OF PHOTOGRAVURE LETTERHEADINGS 
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Founded 1879 
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\ WOODBURY anp COMPANY 


incor e Oo * = 2 


MAIN OFFICE, CHADWICK SQUARE 
WORGESTER 5, MASS. 


TELEPHONE 4-172! 


April 1954. 





Setting the Stage 
for Your Sales Message. . 


Every business letter you write sells something. 


Woodbury letterheads set the stage for your 


thoughts . . . create the "look of leadership" for 
your company. 


Executives tell us this outstanding business 
stationery pays off in company prestige... 
increases the pulling power of their message. 


Write us .. . we'll study your letterhead and if 
we believe it can be improved, we'll gladly give 
you our suggestions, without obligation. 





Ask your Secretary to attach your letterhead to 
the coupon below . . . and mail it today! 


Very truly yours, 


GDM/ha 





: WOODBURY AND COMPANY, INC., Chadwick Square, Worcester 5, Mass. 


: YES, Mr. Murray -- here is our letterhead. Analyze it and 
: offer suggestions for improvement. 


| NAME ———“—‘—~™C—™~™—™—C—CCC‘C#SMUT'WYEZ 
: COMPANY __ 


: ADDRESS _ 








What makes a carton better? 


One of the features 
Gair’s Coordinated 


In the multi-colored world of a modern 
store, where your product has to fight for 
attention, Gair-designed cartons spark the 
shopper’s urge to look, to buy. 


Here’s why: More than good art goes into 
a Gair design . . . more than a keen sense 
of merchandising. Even the details of carton 
construction, the requirements of printing 
on paperboard and the effects of certain 
inks are considered by the Gair art staff. 
This talent, developed and passed on over 
the years since Gair produced the first 


mechanically-made folding carton, is part 
of the service Gair offers you. 


Add graphic design to the other features 
—faithful reproduction of the artwork, struc- 
tural design, carton production from a 
variety of materials, expert help on me- 
chanical packaging—and you have the story 
on Gair’s Coordinated Packaging Service. 


This service can solve your packaging prob- 
lem, too; we'll be pleased to tell you how. 
Write for a copy of Cartons by Gair. Please 
address request to Dept. 29. 


FOLDING CARTONS 
SHIPPING CONTAINERS 
PAPERBOARD 


LEAN OS 


ROBERT GAIR COMPANY, INC. + 155 EAST 44th STREET * NEW YORK 17 
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Leader 


to smpr? 


: seopie ane 
of worthy Peo} 


|| Here’s a wonderful 
way to enhance 
your reputation 


a 
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Read all about it in 
THE SATURDAY EVENING POST 
for April 17, in 
U.S. NEWS & WORLD REPORT 
for April 23 and in 
BUSINESS WEEK for April 24. 
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Changed Opinion 


e Sometimes it is embarrassing to 
admit that one’s judgment is in- 
correct and that you literally have 
to eat you own words. That is the 
predicament under which I have la- 
bored. I am truly sorry for my “sin.” 

Prior to the first issue of AR, I was 
repeatedly told what an excellent 
publication it would be and how it 
would be so different from any other 
in the market. I must admit being 
fully prejudiced, having carried dis- 
play advertising for clients in sev- 
eral fine advertising publications. 
To me the publishing of another 
advertising trade paper would just 
“clog up” the field and split hairs 
too fine. 

I did not believe AR could be dif- 
ferent—that it would be a source 
of supply medium rather than one 
dealing in plain generalities. For 
four or five months, I watched the 
construction of the publication, care- 
fully noting the various subjects 
handled that would be of interest 
and value to those connected with 
the advertising business. Several 
times I made the same statement: 
“Show me you have a publication 
the advertising supplier wants and 
I'll cheerfully recommend AR.” 

This is only a small agency and 
must be “double-careful” in rec- 
ommending publications to clients. 
Frankly, after patiently waiting and 
watching the type of advertisers 
and the tone of the advertising mes- 
sage of each, it was concluded a 
trial campaign would be started for 
one account in AR. The proof of 
results made me “eat my own 
words.” Other clients now believe 
in this different publication. 

May AR continue to be success- 
ful. 

Norman E. Krarr 

Director, Food Research & 

Advertising, Chicago 
e ...Iam certainly sold on AR, and 
I feel that it completely fulfills the 
need for this type of magazine, 
which production managers have 
been needing for a great number of 
years. 

Mary Lov Stay 

Production Manager, Evans & 

Associates, Fort Worth 


AR Binders 

e ... The binder which I received 
to hold copies of AR is very nice 
and is kept on my desk at all times 
for use by our department members. 
They all agree that it certainly is 
a fine book. 

You are to be congratulated on 
the fine job which is being done for 
this phase of the advertising field. 

FRANCES DUNNIGAN 
Advertising Dept., Thew 
Shovel Co., Lorain, O, 





THE NEW 


“ALL-PURPOSE” DISPLAY SETTING 


can save you hundreds of dollars 


It’s dramatic... it’s durable... 


it’s precision-built of silken 
surfaced corrugated board in 
beautiful pastel blue... it’s 
“all-purpose”! There are 
hundreds of ways to adapt 
this basic display to your 
individual needs. 


~— 


Gibraltar 


CORRUGATED PAPER COMPANY, INC. 


8101 Tonnelle Ave., North Bergen, New Jersey 
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BY GIBRALTAR 
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For Trade and Hotel 
Shows ... Sales 
Meetings . . . Interior 
Floor Displays... 
Special Product 
Promotions... 
Window Backgrounds 
... Campaign Drives 


ONLY 


$35° 


Stands 7'4” high, including 
canopy ; adjustable in width 
from 13’4” to 6’8”. Sets up 
easily. Weight, including packing 
case, only 33 pounds. Quantity 
prices on request. 


To show and sell any product, 
any idea, any service... just 
fill out the coupon... 


GIBRALTAR CORRUGATED PAPER CO., INC. 
Merchandising Display Division Dept. A-4 
8101-25 Tonnelle Ave., North Bergen, N. J. 

[J Enclosed find check in amount of $____ 
er os Gibraltar ‘All-Purpose’ Dis- 
play Settings at $35.00 each. (We ship by 
Railway Express unless otherwise specified.) 
F.O.B. North Bergen, N. J. 

[] Send me the Gibraltar “All-Purpose” Display 
Setting brochure. 


NAME 
COMPANY. 


ADDRESS__ 


Dice ec ee serene tae 
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How 


tT SOLVED IT 


Here’s one that will give 
you that pleasant feeling! 
Pontiac has seven services 
under one roof that function 
as a source for ideas; 
photography; the proper 
art medium; outstanding 
typography and the 
necessary photoengravings 
and electrotypes of true 
quality. YOU can buy 

one or all and benefit 
from our 41 years 

of experience. 


Write or call and let 
us tell you more. 


ART 
PHOTOENGRAVING 
PHOTOGRAPHY 
ELECTROTYPING 
TYPOGRAPHY 


LITHO PLATE SERVICE 


B12 WEST VAN BUREN ST. 
CHICAGO 7, ILLINOIS 


UNIFIED 
COLOR PROCESS SERV | CES 





| 
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Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


Plugging Up Holes Makes 
Drawing Board Like New 


After constant use I find that my 
advertising layout drawing board be- 
comes so full of thumbtack holes that 
the tacks no longer hold. A quick, 
easy solution is to fill the holes with 
plastic wood. Clean off the surplus 
with a putty knife and sandpaper 
lightly to smooth the surface. 

Treated this way, a board will 
again hold thumbtacks like a new 
one—and the cost is almost nothing. 

R. T. Grptey 
R. J. Burke Advertising Inc., 
Dallas 


= ee ies ws 
40 


| Typewritten Character 


Count Easy to Determine 


As a practical tool for counting 
typewritten characters I have found 
a homemade scale of great value. 
Anyone engaged in copy-fitting can 
easily make one or a dozen of these 
scales by simply placing a piece of 
light card stock in his typewriter, 
typing 10 groups of numerals from 1 
through 0 (no spaces), and then 
about 12” below the “0” in each se- 
ries, typing 10, 20, 30, etc. A vertical 
line should be drawn from the “0” to 
the numeral below. 

If you use colored stock to contrast 
with the white paper ordinarily used 
for copy, you'll find it a simple mat- 
ter to lay your scale under a type- 
written line and tell at a glance how 
many characters there are. 

Puitie G. KNAPP 

Sales Promotion Manager, Kel- 
ly-Read & Co., Inc., Rochester, 
N. Y. 
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Wee moved 


OUT WHERE THE CORN If GREEN 


Firm Tells New Address 
With Old Letterheads 


When our agency was given no- 
tice to move within a short time, we 
were confronted with a double prob- 
lem—what to do with a large supply 
of lithographed letterheads we just 
had designed and printed and what 
kind of mailing piece to use in an- 
nouncing our change of address. 

We hit on the idea of designing an 
announcement that could be printed 
right on the letterheads and would 
carry a map designating our new 
location (in the country, by the 
way). The announcement message 
and map were printed in two colors, 
which, added to the two colors al- 
ready used on the letterhead, gave 
us a four-color mailing piece. These 
were folded and mailed in matching 
No. 10 envelopes. 

Besides using our obsolete letter- 
heads and effecting a substantial sav- 
ing on the completed job, we re- 
ceived many letters and expressions 
of approval about our announce- 
ment. 

Cetus JUNK 
Chamberlin-Junk Advertising, 
Fort Wayne, Indiana 
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REDDY 
KILOWATT 


f f 
a i flgo Che Switch FOR, 
A, DEMONSTRATION OF 
FAST. CLEAN, COOL ELECTRIC COOKING 


Positive Approach Comes 
From Dealer Display Sign 


Many of our electric appliance 
dealers created a problem for us 
when they put signs on electric 
ranges used for demonstration pur- 
poses saying, “Danger, This Range 
Connected.” 

Obviously, the signs destroyed the 
advantages of being able to demon- 
strate to say nothing of creating the 
illusion that the range would be 
dangerous in the home. 

We solved the dilemma by design- 
ing a card for dealers that would be 
a safety device and at the same time 
provide a positive approach to the 
demonstration range. 

The card, 11x7” high with bright 
lettering, says, “This Range is Red- 
dy! Just Flip the Switch for a Dem- 
onstration of Fast, Clean, Cool Elec- 
tric Cooking.” The upper left-hand 
corner has a picture of our copy- 
righted trade figure “Reddy Kilo- 
watt.” As a result, all the “danger” 
cards have now been replaced by the 
“This Range is Reddy” cards. 

Epwarp G. WEBER 

Advertising Manager, South- 
western Public Service Co., Am- 
arillo, Tex. 


How To Make Changes 
In Penciled Layouts 


It’s always a problem when you 
find you’ve misspelled a word in a 
completed penciled layout. Here’s 
what to do. 

Reach for your rubber cement. 
Apply a small amount over the area 
of the pencil sketch that needs the 
change. When the cement dries, lift 
it from the layout with a glump of 
dry cement. 

You'll notice that the heavy 
graphite comes up with the cement 
because graphite or pencil carbon is 
solvent in the benzol contained in 
rubber cement. All that’s left is to 
finish the job with your art gum or 
kneaded eraser and you're ready to 
make the necessary change. 

KeitH W. WILLIAMS 

Production Manager, Scott 
Henderson Advertising, Tucson, 
Ariz. 
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G e catching 
foil displays 


embossed and die cut 


for wall and 
counter use 


pgp scm 


FINEST QUALITY 
SLICED SMOKED Fong 


$¢, 


“ W ancten thee sein 


Bad wootrer toe 


the yy oe ae 


FOXON | 4, 


company 
235 West Park Street, Providence 1,R. 1. 


also seals, labels, 
spt 
foxons | ; abels tags, box-wraps 


... actual samples of these displays gladly sent on request 
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MEMO PAD FOR OFFICE 
SHOP > STORE: HOME 





The "Roll Master'' should be on every desk 
in every office—it's as useful as the tele- 
phone. Saves time—soaves paper—prevents 
loss of important calls, estimates, notations 
etc. Sturdy all metal construction. Rubber 
feet prevent scratching. Top opens to hold 
memos, stamps, clips, etc. Uses standard 
3-7/16" adding machine roll 





7. 


2.89 Each 


Indispensable for 


| Advertis- 
ing Managers, Account Ex- 


: . Denver 
ecutives, Artists, Production and West 
Men, Secretaries, Reception- ae 
ists, etc. -. 
No. 620-B_ Rich Crackle Brown 5 / = 
No. 620-G Crackle Gray LS yA 
Write for the MAYCO Desk \. om 


and Stationery Catalog 





MAYCO (Zc lic 


DESK ORGANIZER 


“Clears the Desk for Action" 





fevemnd mutrvment Co ALF -AULLIONTHS MICROM 0 var—cnecwing gage Diccas f@ .Q08008S 


Photo Identifications 
Make Editors Happy 


While photos sent with news re- 
leases should, of course, be identi- 
fied, frequently it is a nuisance and 
a time-waster to write the identifi- 
cation material on the back of nu- 
merous prints or to prepare and at- 
tach typewritten material. 

In most cases the photos we send 


$ 75 Ideal for The MAYCO "Clear Vue" Desk Organizer should be standard | out are copy prints, and we solved 
Each Correspondence, equipment on every desk. It prevents misplacing important — ies, ak ; 

4 98 Sach a ao papers and helps to avoid confusion which breeds mistakes.| the 1c entification problem by attach- 
° 2aC ENO GS, Ove. Index strip labels each compartment for easy accessibility. cet o ati ea eal a Ye 
Denver Gusrentecd Goon, caclaivedied dite geelie @ “Char Va". a4) “SS StH of paper with the identifi 
and West Forever metal construction—I0" long, 8” wide, 9/2" high. cation at the bottom of the original 

No. 626-B Brown Hammertone | Order from your stationer or . iit whi ; po halt a ‘ 
ah : i. Gana Geew Meteeaeee Tone ees Oe Geek. print or retouching before it is copied. 
Since 2 


No COD's please. Postage Prepaid. 
Satisfaction Guaranteed 


MAYER MANUFALTURING CORPORATION 


\ 3130 WEST S5ist STREET Dept. AR CHICAGO 32, ILLINOIS / 
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The identification then appears on the 
copy negative and on all prints. The 
paper is taped to the mount so it can 
be removed later, and is placed low 
enough to be cropped out in making 
the halftones. 

We have found that best results are 
obtained by using opaque white paper 
(repro-proof paper is ideal) and by 
making sure the lettering is clean 
and black. Where the copy prints are 
smaller than the original, we hand 
letter the identification if typewrit- 
ten copy would be reduced too much 
for easy reading. 

This identification, included in the 
prints, cannot become lost or illegi- 
ble, and is “right up front,’ where 
the editor can’t miss it. In addition, 
it shows “which way up” the picture 
should be used. 

Cart CONNABLE 
Carl Connable Advertising, 
Ann Arbor, Mich. 


The PHELCO Stow... 
We sell IDEAS that sell 


A Product With An Unlimited market 


Our business was founded on the need for this 
all important product — IDEAS. 





Our record of continuous growth is the result 
of our proven ability to produce — IDEAS. 

This ability to originate new and unusual Point- 
of-Purchase merchandising aids that sell is the 


basis for our slogan “Imagineers in Creative 
Merchandising”. 


As manufacturers and producers of P.O. P. dis- 
plays, we offer our direct service to advertisers, 
giving them the benefit of our experience and 
constant research in the development of origi- 
nal and creative selling aids. 


YOUR Display Problems Are OUR Business! QyS-<_~ | 





MANUFACTURING CO. aH 


P.O. DRAWER 1260 TERRE HAUTE, IND. 


Phe 


mes Let Us “Imagineer” Your P.O.P. Problems! 
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Planning a Catalog? 


Here’s a helpful tool in selecting the type of 
catalog, manual, price list or other sales aid 
cover you want to represent your Company. 
It shows a diverse line of binding materials, 
color stampings and index tabs — makes it 


Your NATIONAL Stationer ee eee ee Prmenon 


people to choose the right components... 


Lets You SEE What You Want and to show what’s planned to maneengeeeaee. 
with this See your National dealer 


or write direct for 4- 


. ’ howing 
NEW CATALOG COVER SELECTOR _ itiestsations of cover 
designs and other 
pertinent information. 


Includes: @ 12 cover panels which show different types of stampings: 

Straight Stamping, 1 or 2 colors 

Embossed and Stamped 

Screened on smooth materials 

Embossed and screened on smooth or grained materials 

e 7 colored stampings on acetate sheets to place @ Indexes ... printed insertable or printed-celluloid- 
over various bindings to check different effects leather and copper holed reinforced 


NATIONAL BLANK BOOK Ee=GAvsag 
COMPANY ‘Ae? 


HOLYOKE, MASS. e BOSTON e NEW YORK e CHICAGO e SAN FRANCISCO e ATLANTA 


@ 25 rich binding materials 


@ Illustrations of all stock mechanisms and styles 
of binders 
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The central space may be 
occupied by pharmacy exhibits 


Decorative grouping for 
wall or window area 


Mass grouping that 
can stand or hang 


Vertical combination 
for narrow space 


Open arrangement 
for wide window 
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Hundreds in ONE! 


l “mg ae paintings of significant episodes in Deep arrangement for 
the history of Pharmacy, and a decorative panel window display 
of explanatory text... Parke-Davis sponsors the 
most adaptable and most practicable display ever 
offered to drug stores. 

Any or all six shadow-box panels can be used, 
in any combination. Simple metal clips (patented), 
can be easily and quickly applied; and with back 
easels, permit any order or arrangement of the 
panels in hundreds of patterns. 

The Parke-Davis display is a unique type of 
institutional advertising that contributes to the 
public understanding of Pharmacy and prestige 
of the pharmacist. It delivers greater value to the 
advertiser because of its high retailer demand, 
adaptability, and longer periods of use. 

This associated panel display Was dey eloped, 
and produced, by Einson-Freeman in cooperation 
with Parke-Davis & Company. 

The panel pattern also permits the re-issue of 
art or color photographs which have previously 
appeared in your literature or national advertising. 
Reproduction negatives or color transparencies 
can be used again to reduce costs. Model displays 


can be made for your approval. - 


If you want more acceptance, effectiveness eo 
: imited space 
and use in your display... phone, wire or write 


= se » 
Einson-Freeman Co., Inc. 
Originators of display ideas 
Starr & Borden Aves., Long Island City 1, New York 
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A recent article in an advertising trade paper told of a 
survey an agency made among newspaper production 
departments—asking about their experience with plastic 
plates, electros and mats. 


It was significant to find the replies drawing a definite 
distinction between really good plastic plates and the 
ordinary, shallow plastic that results from a poor pattern 
plate and inferior molding. 

After a decade of experience in producing plastic plates, 
we are about to make our twenty millionth Reilly Plastictype, 
the original plastic plate. Tearsheets tell the truth about a 
printing plate. And the tearsheets from those twenty million 
Plastictypes demonstrate the vital importance of deep 
routing in the pattern plate and of the retention of that 
depth in the female mold and the plastic plate itself. 

Reilly Plastictypes are the only plastic plates that are 
guaranteed to retain a full fifty five thousandths of an inch 
depth. And that is only one of the exclusive steps we take 
to insure that Plastictypes will give you the finest quality 
reproduction obtainable—it is only one of the reasons we 
dare state that a Plastictype is the equal of the finest electro. 
To get the whole story of plastic plates today, mail the 
coupon below. 


Get the facts — mail coupon now! 
REILLY ELECTROTYPE, DEPT. AR4 
® 305 EAST 45 STREET, NEW YORK 17, N. Y. 


Please send free booklet ‘‘The Truth About Plastic Plates’’ 
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oS Advertising Requirements 


By Phil Seitz 


Like so many manufacturers, Rose 
Marie Reid Inc., Los Angeles swim- 
suit makers, wondered what to do 
about the fact that a substantial 
number of its employes never see the 
finished product that results from 
the work they do. 

Years ago, an employe did all the 
work on a suit. Today, production is 
straight line, and employes, by 
groups, work on only one section of 
a whole suit. 

A Rose Marie Reid suit, ready for 
sale, has glamor not experienced by 
most employes in their personal life. 
The swimwear is considered high 
fashion and sells at prices up to $35. 

To give employes a sense of identi- 
fication with Rose Marie Reid and its 
swimwear, a definite program was 
begun this year. It started with the 
posting of glossy prints of modeled 
swimwear on bulletins in the plant. 
This was so well received that it was 
decided to give employes a special 
preview of the company’s 1954 line, 
in the same fashion as the annual 
trade showings given in New York 
and Los Angeles. 


... the California swimwear maker boosted 


employe morale with a special rerun of the fashion 


show used fo introduce its 1954 line. 


> The annual showings in New York 
and Los Angeles are a trade practice 
for all manufacturers in fashion 
lines. Invited to them are buyers, the 
fashion press, and suppliers and re- 
tailers. 

The employe showing was an ex- 
act reproduction of these two lavish 
previews. It was held in a public 
auditorium nearby the company’s 
plant. The event was publicized to 
employes by means of a special bul- 
letin and announcements posted on 
plant bulletin boards. 

To make certain there would be 
no problems of seating, admission 
was by ticket only. The company has 
some 650 employes. The keen in- 
terest in the event was indicated by 
an attendance of almost 2,000 people. 
Most employes brought their families 
and friends. 


> The show required: 

e The 17 models used for the Los 
Angeles fashion preview. 

e An auditorium with a “T” shaped 
runway. 

e Props such as clothing and jewel- 
ry accessories worn by the models. 
@ Decoration of the runway. 

e A rear-screen projector with an 


operator, and a lighting technician 
for special lighting effects. 

e Carter Wright, composer-pianist, 
who provided musical background. 
e A female and a male commentator. 

The rear-screen projector was 
used to provide appropriate back- 
grounds for each of the 65 styles pre- 
sented in Rose Marie Reid’s 1954 
line. Despite the fact the models had 
worked the earlier Los Angeles 
showing, there was a three-hour re- 
hearsal. This was called to refresh 
the girls on each sequence, and to 
acquaint them with stage facilities in 
the auditorium. 

Backstage coordination was han- 
died by personnel from the com- 
pany’s advertising agency, Carson- 
Roberts Inc. To insure that no em- 
ploye missed the performance, wives 
of Rose Marie Reid executives 
helped in the dressing of models. 


> When the employes entered the 
auditorium, they were handed a 
program titled “Rose Marie Reid 
presents The Male’s Eye View of 
Swimsuit Fashions for 1954.” This 
listed the styles in the order they 
were presented. 

The program began with the ap- 
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Final Once-Over . 


. . Models received a final once-over at the showing of Rose Marie 


Reid's 1954 swimwear before an audience of 2,000 workers and their families. So that all 
workers could view the show, wives of executives worked backstage as dressers. On the far 
right is Miss Rose Marie Reid, designer of the swimwear line. 


pearance of company executives who 
spoke briefly to make these points: 
Employes working on a section of 
suit never get to see the suit at its 
best, when it is completed; employes 
are deserving of recognition for the 
fact their effort and workmanship 
results in well-fitting suits, which 
stores will buy with satisfaction; 
thanks to employe work, the com- 
pany now has representatives in 
nine foreign countries, and licensees 
in Canada and other countries. 

The show itself was a conventional 
fashion presentation. Commentary 
was provided by a woman for re- 
marks pertaining to style, with a 
male commentator serving to pre- 
serve continuity between 
style presentations. 


various 


> Many present had never before 
seen a style show. It is conceivable 
they caught a touch of the glamor 
associated with Rose Marie Reid 
merchandise when they heard such 
commentary as this: “For the shad- 
ow of a new silhouette, take an hour- 
glass and mold it into a scalloped 
torso, drape it softly into a bloomer’s 
flattery ... top it with embroidery 
be-sequined and glistening . . .and it 
will glitter in the sun like Milady’s 
rarest jewels. We call it... need you 
guess? .. . Treasure chest.” 

Or, “Far cry from the wool suits 
of the 20’s is this willow-slim mail- 
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lot processed to come out of the 
water as trim and becoming as it 
went in . . . and contrived inside as 
well as out to lend you its own new 
shape. Little wonder we call it ‘Wool 
o’ the Wisp!’ ” 


The showing achieved its objective. 
According to B. L. Kamberg, director 
of sales and promotion, “The effect 
of the show was felt the very next 
day from the supervisional to the 
operational level—in morale .. . in 
quality control .. . as well as appre- 
ciation for the beautiful showman- 
ship used in staging the production. 
We will definitely make the em- 
ploye’s show an annual affair and 
give it even more importance next 
year.” 


“| got the luggage account, but my 
expense account is shot!’’ 





co Reprints 


The following reprints of feature 
articles which have appeared in 
Advertising Requirements are now 
available: 


101.. 


.Time and Cost Guide for Producing 


TV Films 
by Lee Randon 
February, 1953 25¢ 


..The Public's Preferences in Cal- 


endars 
February, 1953 25¢ 


..Do's & Don'ts for Television Com- 


mercials 
by Harry Wayne McMahan 
March, 1953 25¢ 


..55 Uleer Reducers for Exhibitors 


April, 1953 25¢ 


. Do's & Don'ts for Better Engravings 
June, 1953 25¢ 
..How to Design Packages for Self- 


Service 
by Frank Gianninoto 
May, 1953 25¢ 


..How to Build a Press Kit 


by Phil Richman 
June, 1953 25¢ 


..Gadgets & Gimmicks Help Sell 


Plymouths 
July, 1953 25¢ 


..Unconscious Emotions Affect Im- 


pulse Buying 
by Lea & Tek Osborn 
July, 1953 25¢ 


..Rear Screen Projection Solves Carl- 


ing's TV Problem 
June, 1953 25¢ 


..Trading Stamps Build Repeat Busi- 


ness for Denver Merchants 
by Frank Lynn 
September, 1953 25¢ 


..How to Prepare Packages for Rack 


Merchandising 
by Arthur Weiss 
October, 1953 25¢ 


..How to Prepare Jingles for Radio 


Spots 
October, 1953 25¢ 


. International Harvester Stages Mam- 


moth Dealer Sales Meeting 
October, 1953 25¢ 


..Low Cost Mailings Score for Lahr 
October, 1953 25¢ 


..Money Saving Techniques for Busi- 


ness Films 
by du Maresq Clavell 
November, 1953 25¢ 


..Ford Establishes a New Method 


for Handling its Direct Mail Adver- 
tising. 
November, 1953 25¢ 


.- Repetition Plus Quality Materials 


Add Up to an Outstanding Cam- 
paign 

by Herbert Baker 

February, 1954 25¢ 


.-A “New Medium" Gets Its First 


Major Test 
February, 1954 25¢ 


..How to Get Your Share of Free 


Television 
by Richard Marvin 
February, 1954 25¢ 


Reprints of editorial features are offered here 
@s a special service to AR readers. Please send 
number and name of article with exact amount 
in coins, stamps, or check to: Reprint Editor, 
Advertising Requirements, 200 East Illinois St., 


Chicago 11, Ill. 


Sorry, we can't handle credit orders under 


i 


We'll be happy to bill you for larger sums. 





..- AR presents the third in its series of articles 


explaining the application of copyrights to 


advertising. This month — the minimum standards of 


creative artistry necessary to secure copyrights. 


By Robert J. Burton 


Having briefly examined the spe- 
cific categories of the graphic arts 
which are enumerated in the copy- 
right statute, we turn now to a basic 
question which applies to all cate- 
gories—namely, the minimum stand- 
ards of creative artistry necessary to 
secure copyright. As previously in- 
dicated, these standards are for all 
practical purposes lacking in any of 
the historical implications of the 
term “fine art.” 

The beginning of what might be 
called the modern rule of copyright- 
ability is found in the landmark case 
of Bleistein v. Donaldson Lith. Co. 
(188 US 239), wherein the Supreme 
Court had before it the question of 
the copyrightability of some circus 
posters. Justice Holmes, speaking for 
the majority of the court, said, “A 


picture is nonetheless a picture and 
nonetheless a subject of copyright 
that it is used for advertisement,” 
and, “it would be a dangerous under- 
taking for persons trained only to 
the law to constitute themselves 
final judges of pictorial illustrations.” 

Two judges of the Supreme Court 
dissented on the ground that the 
circus posters in question had no 
value other than as mere advertise- 
ments. Thus, the court was presented 
squarely with the underlying ques- 
tion of copyrightability, and the ma- 
jority point of view expressed by 
Mr. Justice Holmes has since that 
time become, by judicial extension, 
the established law of the land. 


> Any discussion of copyrightability 
in a particular field of intellectual 
endeavor can find both assistance 
and enlightenment in examining the 
question of copyrightability in other 


fields of intellectual property. There 
are no standards of artistry as such 
required to secure copyright protec- 
tion with respect either to music or 
literature. As previously indicated, 
the applicant must merely meet the 
test that his particular combination 
of words, or combination of notes, 
has some degree of originality. Even 
admitted adaptations of literary and 
musical works long in the public 
domain may be the subject matter 
of copyright protection, with very 
little substantive variation or change. 

The lack of what might be termed 
artistic standards in the field of 
literature and music has, by the 
opinion of Mr. Justice Holmes, been 
extended to the graphic arts. Thus, 
at the present time, we find the 
standards of copyrightability applied 
to all forms of visual representation 
merely requiring some slight degree 
of adaptation and arrangement on 
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the part of the copyright applicant. 

In Bell v. Catalda (114 Fed 2d 86), 
a case decided by Judge Jerome 
Frank, the Circuit Court of Appeals 
for the Second Circuit had before it 
a question involving the copyright- 
ability of some mezzotints. In this 
case it was conceded that the basic 
pictures from which the mezzotints 
had been copied were in the public 
domain. The court, in upholding the 
copyright, held that the mere me- 
chanical process of creating,the mez- 
zotints was sufficient to sustain copy- 
rightability. The court further indi- 
cated that even if the mezzotints 
were not intended to be “new ver- 
sions,” they were copyrightable and 
“even if their substantial departures 
from the paintings were inadvertant 
the copyrights would still be valid.” 

In the very recent case of Zigel- 
heim v. Flohr et al, decided January 
19, 1954, in the U. S. District Court 
for the Southern district of New 
York, the court sustained a copy- 
right of a Hebrew prayer book even 
though the author had secured all 
materials for his prayer book from 
publications in the public domain 
and had merely made slight rear- 
rangements of the text. The court, in 
sustaining the copyrightability, re- 
ferred to the following significant 
quote from the opinion in the mez- 
zotint case where Judge Frank said: 


It is clear, then, that nothing in the 
Constitution commands that copyrighted 
matter be strikingly unique or novel 
Accordingly, we were not ignoring the 
Constitution when we stated that a ‘“‘copy 
of something in the public domain” will 
support a copyright if it is a “‘distin- 
guishable variation;’’ or when we re- 
jected the contention that “like a patent, 
a copyrighted work must be not only 
original, but new,” adding, “‘That is not 

the law as is obvious in the case of 
maps or compendia, where later works 
will necessarily be anticipated.’’ All that 
is needed to satisfy both the Consti- 
tution and the statute is that the 
“author” contributed something more 
than a “merely trivial” variation, some- 
thing recognizably “his own.” Origi- 
nality in this context “‘means little more 
than a prohibition of actual copying.” 
No matter how poor artistically the 
“author’s” addition, it is enough if it be 
his own. Bleistein v. Donaldson Litho- 
graphing Co. (188 U.S. 239, 250, 23 S.Ct. 
298, 47 L.Ed. 460.) 


There is, however, one unique re- 
striction imposed upon copyright- 
ability in the area of the graphic 
arts, and this relates to the question 
of whether or not the subject matter 
of the copyright is intended purely 
for some utilitarian purpose. 


>This requirement arises wholly 
out of the peculiar nature of illus- 
tration as distinguished from litera- 
ture and music. Books, plays, all 
forms of prose and poetry, and all 
forms of music, can be published in 
copy form for sale, performed or 
mechanically reproduced. No other 
prime commercial use exists and no 
other basic protection is needed by 
the copyright owners of works in 
these categories. Objects, animate 
or inanimate, real or imaginary, 
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which are visually produced, are, on 
the other hand, often susceptible of 
being created in three dimensions 
and of being put to a wide variety 
of utilitarian purposes. 

It should be quite obvious that a 
magnificent color design, clearly 
copyrightable as a work of art, can, 
under certain circumstances, be 
transferred to three-dimensional ob- 
jects of a utilitarian nature, such as 
cloth for articles of clothing, or pa- 
per for wallpaper, and the like. Sim- 
ilarly, a cartoon character, which in 
and of itself is the proper subject 
matter of copyright as a drawing, 
can become a_ three-dimensional 
doll, or can be reproduced on any 
number of three-dimensional objects 
having a purely utilitarian purpose. 

Copyrightable statuary can with 
great ease be taken from the field 
of fine arts and transferred into the 
field of utilitarian commerce by be- 
ing made into ashtrays, commercial 
bric-a-brac, lamps or the like. In 
this potential of transference from 
an object intended initially to give 
mere pleasure to the eye (or fre- 
quently, in the case of commercial 
advertising art, to convey pictorial 
information with respect to three- 
dimensional objects) we find per- 
haps the most thorny problem in the 
entire field of copyright of works 
of art. 
> Within the past several years, a 
number of cases have been before 
the courts which bring up to date 
not only a discussion of the problem 
itself, but to some extent an indica- 
tion of its solution. A group of in- 
dividuals, Benjamin Stein, Rena 
Stein and Henry Kutner, secured 
copyright protection for four stat- 
uettes representing an Egyptian 
male dancer, an Egyptian female 
dancer, a curved male dancer and 
a curved female dancer, each im- 
posed upon a substantial base. The 
statuettes were made of semi-vit- 
reous china. The plaintiff's primary 
business was the making and selling 
of these statuettes in lamp form, al- 
though some of the statuettes were 
sold for purely decorative use. 

The statuettes in question were 
executed by preparing original 


Late Decision 

On March 8, after this issue of AR 
had been “put to bed,” the Supreme 
Court of the U.S. decided the im- 
portant case of Mazer v. Stein, the 
preliminary phases of which are dis- 
cussed at length in this issue. 

As anticipated by Mr. Burton, the 
Supreme Court, following the deci- 
sion of the Calif. Circuit Court of Ap- 
peals, held that copyrightability of 
works of art will not be denied al- 
though such works of art might also 
serve a useful purpose. 

A full discussion of this important 
decision will be presented in a forth- 
coming article in this series. 


sketches, sculpturing the resulting 
figures in clay on a clay armature 
and then preparing a mold from the 
clay sculpture for casting copies. The 
specimens submitted to the Copy- 
right Office were in statue form and 
were granted copyright as works 
of art. Apparently the statues, or 
statuettes, met with great commer- 
cial success, principally in the form 
of lamps. As a result of this success, 
a number of persons in different 
parts of the U.S. proceeded to copy 
the statuettes exactly, to manufac- 
ture lamps and to place these lamps 
upon the market. The copyright 
owners in due course commenced 
a series of infringement actions, one 
in Maryland, one in Illinois and one 
in California. 

In all three cases the defendants 
argued that while a copyrighted 
work of art may not be copied and 
sold without the consent of the copy- 
right owner, yet when the object 
copyrighted is combined with some- 
thing else, and the resulting com- 
bination is a utilitarian object, being 
the copyrighted statuettes plus the 
lamp, wiring, sockets, etc., the re- 
sulting combination, which is for 
purely utilitarian purposes, is not 
a copyrighted work of art and is not 
and cannot be protected by the copy- 
right law. 


>In the Maryland case the US. 
Circuit Court of Appeals was not 
impressed with the defendant’s view 
and held that the copyright owner 
could use the work of art as a com- 
ponent part of a functional article 
manufactured for sale as such, but 
that no one else could do so without 
his consent (Stein v. Mazer, 97 US 
PQ 310, reversing 96 US PQ 439). 

In the Illinois case the District 
Court held just the opposite (Stein 
v. Expert Lamp Co. (188 Fed 2nd 
611). The California court agreed 
with the Maryland court that there 
had been an infringement. of a valid 
copyright (Stein v. Rosenthal, 103 
F. Supp 227). 

Since two of the cases resulted in 
sustaining the plaintiff's right to pro- 
tect the lamp as well as the statue 
from which the lamp was made, and 
one of the cases reached an opposite 
result, a discussion of the sequence 
of the decisions is important. 


> The first case to come to trial was 
the Illinois case and a decision in 
favor of the defendant was rendered 
Jan. 23, 1951. The Illinois District 
Court was affirmed by the Circuit 
Court of Appeals in Illinois on May 
2, 1951, the court holding for the 
defendant and finding that the plain- 
tiff could not get copyright protec- 


Advertising Copyrights 
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THE FINEST MEDIUMS OF THEIR KIND IN THE WORLD! 


CRAFIONE - YOU WIN! 


The lightning-fast way to use Ben-day! 248 individual patterns! Processed on 
adhesive-backed, thin gauge, matt-finish acetate for better, cleaner NON-GLARE 
reproduction. Perfect for quick-shading artwork for newspaper reproduction, direct 
mail pieces, posters, maps, graphs, technical drawings, silk-screen process work. 
Standard (black) . . . and reverse patterns (white). Just strip it on... burnish it 
down...and you see striking effects in art... right at the start! FREE Craf-Tone 


pattern chart available at your Craftint dealer, or write direct. 


-vYOU WIN! 


Alphabets ... Numerals .. . Symbols... in all popular styles and type sizes! On 
transparent, self-adhering sheets. Just place... burnish down... that’s all! For 
smash headlines, for curving type, for every conceivable use and effect. Eliminates 
expensive typesetting and artwork lettering! Speeds copy preparation... saves 
money for artists, designers, draftsmen, map and chart makers, layout and pro- 
duction men! On matt-finish transparent sheets for better, cleaner, NON-GLARE 


reproduction! FREE pattern chart at your Craftint dealer, or write direct. 
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THE CRAFTINT MANUFACTURING CO. 
1615 Collamer Ave. ¢ Cleveland 10, Ohio 
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ART & PHOTOGRAPHY 


Harlow Rockwell 


Familiar objects, catchy slogans and a light touch have been 
combined to form a series of poster-type ads for Life Savers. 


Harlow Rockwell, Young & Rubicam art director on the ac- 


count, tells how these highly successful ads are produced. 


By P. K. Thomajan 


Harlow Rockwell, Young & Rubi- 
cam art director, will tell you that 
art direction of the Life Savers ads 
has been a mettlesome task. Such an 
account is often called an “art direc- 
tor’s dream’’—but it can easily turn 
into a nightmare. 

Ever since they matured into their 
present poster style about a decade 
ago, these ads seem to have acquired 
a certain will of their own and al- 
most evolve by themselves. Since 
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these ads unburdened themselves 
from storybook text, they have 
achieved a livelier quality and faster 
tempo. Now, all is told in one glance. 

This entire series has resolved it- 
self into a variety show atmosphere 

each ad is divertingly different. Of 
course, the star performers in each 
ad are the versatile Life Savers 
themselves. 

Inasmuch as the product is mostly 
an impulse purchase, costing only a 
nickel and being virtually at your 
elbow on every candy counter in the 


country—the spontaneous approach 


adopted is designed to touch off buy- 
ing impulses. 


> The art direction of such a cam- 
paign calls for considerable design 
control and tactful coordination of 
copy, finished art and production to 
sustain the sparkling spirit of the 
series. At times it seems as if an- 
other good idea will not come along. 
But somehow it always does. 

The main idea in the composing of 
these ads is to give them appetite 
appeal. This is achieved by white 
space, wholesome characters, trim 





lines and refreshing colors. The fruit 
flavors are associated with the actual 
fruits, and images are developed 
that virtually drip with luscious 
juices. Always, the Life Savers are 
shown in their natural size, and the 
entire roll is featured in the immedi- 
ate foreground, as though it was 
ready to roll into the reader’s palm. 

The objects used in these ads are 
all familiar ones with pleasant asso- 
ciations, such as piggy banks, roller 
coasters, targets, games, 
balloons, etc. 

Happy, playful children inject a 
gay, carefree quality. They appeal to 
all ages and add human interest. 


animals, 


> The progression in the treatment 
of these ads has been to get a lighter 
and lighter touch, increased delicacy 
of effect, and ideas that have a 
touch-and-go quality. 

There is always an effort to get 
a natural bloom to the spirit and 
complexion of these ads. Typical is 
the ad showing a boy and girl look- 
ing with surprised eyes at a row of 
tulips, whose blossoms consist of 
vari-colored Life Savers. The cap- 
tion: “Sweet Surprise.” 

Perhaps the word that best ex- 
presses the tone of these ads is 


whimsy—whimsy that is ingratiat- 
ing, at ease and genuinely happy in 
all its effects. Sophistication with 
subtle allusions is out, as is humor 
that is too broad. Appropriate puns, 
though, are never frowned upon. 
Somehow, when they are processed 
through picturesque images, they 
acquire a certain rightness and legit- 
imacy 


> These Life Savers ads seem to 
have struck the country’s fancy, for 
suggestions for future ones come in 
trom all over (and are returned for 
legal reasons), art students use these 
ads as models for sample layouts, 


and professional recognition has 
come in the form of many art direc- 
tors’ awards. 

Sometimes as many as 50 ideas are 
turned in by members of the copy 
department for each ad. These are 
carefully screened by Bob Work, 
copy supervisor, and Harlow Rock- 
well. After several are selected that 
seem to have the best picture possi- 
bilities, Mr. Rockwell and assisting 
associates convert these into com- 
prehensive water color roughs. The 
final judges are Gordon Young, ad- 
vertising manager of Life Savers, 
and E. J. Noble, president. 


Copy writers usually submit rough 
sketches with the catch lines. They 
are always searching for picturesque 
devices, associating them with a re- 
lated phrase, then giving that phrase 
a deft turn that dramatizes Life 
Savers—this is situation thinking. A 
good instance of this is the ad show- 
ing a roll of Pep-O-Mints taking a 
ride in a roller coaster and titled: 
“Breathtaking.” 


> Back in the earlier days, the copy 
department experimented briefly with 
vim and vigor themes. One of these 
was on the subject of energy, and 
ads cartooned various characters 
performing great feats of strength, 
such as a sportsman paddling his 
canoe up a falls. But these approach- 
es were dropped in favor of the pres- 
ent policy of gay, light, amusing ads. 
After a layout has been okayed by 
the client, an outside artist is called 
in to do the finished art. Top talent 
of the calibre of Joe De Mers, Robert 
Geissmann, Ken Thompson and Jack 
Welch is used for this purpose. 
There are several categories in the 
Life Savers line, and each one of 
these is given a play in the ad sched- 
ule. There is the five-flavor package 
consisting of lime, orange, pineapple, 
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Intrigue ‘em! 


UNDERWOOD & UNDERWOOD 


319 E. 44, New York 17 - 646 N. Michigan, Chicago 11 
Tel. MU 4-5400 Tel. DE 7-1711 


NEW SUBJECTS... EVERY MONTH 


BRANCHES 
ATLANTA LOS ANGELE 
houlevard at North A 1627 S. Broadwa 
Vernon 1124 Richmond 7-02 


BOSTON MINNEAPOLIS 
244 Washington St 


122 South Sixth S 
Capitol 77-5654 


Main 2331 
CINCINNATI PITTSBURGH 
? kis - 


12 Kast 9th Street 715 Penn Aver 
Gartield 1254 Court 1-6489 


DALLAS ST. LouIs 
2704 Cedar Spring ui Olive St 
Lakeside 2725 Gartield 09 
DETROIT SAN FRANCISCO 
2241 Book Build ISL Second Stre 


Woodwat t Yukon 6-4224 
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Plano 
Cuts Cost! 


FREE Idea Kit 

Yes, you get top quality black-and- 
white printing with RCS gang-run 
offset... at real budget prices. 
Ideal for sign posters, form letters, 
reprints, stuffers, self-mailers, cata- 
log sheets, price lists, office forms, 
folders, ete. Judge the samples 
yourself, adapt principles to your 
program, and keep in the swing! 
Kit includes price list and tips on 
printing. 


ompan 


Address 


Wh OFFSET PRINTERS 


‘ Div. of Rapid Copy Service, Inc 
| 123 North Wacker Drive 
Chicago 6, Illinois 
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lemon and wild cherry; peppermint, 
and the specials such as Stik-O-Pep 
and Butter Rum 


> Every one of these ads undergoes 
a reading and noting check. The re- 
port cards have proven most satis- 
factory, indicating 
terest. 

It has been found that the best re- 
sults have been secured when the 
obvious and trite have been avoided. 
For a prolonged period efforts were 
made to develop an ad using a clock 
with Life Savers arranged as the 
hours. Many styles of clocks were 
tried in layout. Then someone 
thought of omitting the clock outline 
and letting the Life Savers, still in 
the same position, suggest the face. 
That approach rang the bell. The first 
caption, “It’s Always Time for A Life 
Saver,” was improved to the more 
casual—“Delicious Any Ol’ Time.” 

As a rule, ideas on the negative 
side are bypassed. But when they 
are really good, they manage to get 
salvaged. Such as the idea of a psy- 
chiatrist, attending a prostrate pa- 
tient who is imagining a cluster of 
Life Savers, saying, “That’s right, 
think of something pleasant.” This 
couldn’t be used as it was, but it was 
used in a variant situation showing a 
little girl, seated in an old-fashioned 


consistent in- 


= 


a 


chair facing a studio camera with the 
photographer = saying 
words. This clicked. 


these same 


> Hand-lettering is used because it 
has a grace and merges better with 
the over-all design. Cold type would 
look too deliberate and might draw 
too much attention to itself. A thin 
girder-type lettering style has been 
developed and maintained with a 
free consistency. Now and then, for 
novelty effects, words are formed by 
the colored candy. 

Often what would apparently ap- 
pear to be a sure-fire idea is rejected. 
A specific instance is one that was 
made up around a pool-table motif. 
It showed a group of Pep-O-Mint 
Life Savers framed in a triangle on 
the green cloth and was captioned: 
“Your cue for pleasure in a side 
pocket.” 

One of the Pep-O-Mint ads called 
for showing a whole bed of mint 
leaves. But they looked sparse, flat 
and wilted when subjected to lights 
and camera. The solution for this 
problem was furnished by the 
photographer, Anton Bruehl, who 
inserted each mint stalk in a tiny 
water-filled tube. Then these were 
all massed together. The resulting 
shot was one that was crisp and 
alive. 


6 





ONE OF KODAK'S 5 WAYS TO COLOR PHOTOGRAPHY 


Page Preview 


PREVIEW the page before engraving by having your 
photographer supply the color illustration in Dye 
Transfer print form. A Kodapak Sheeting overlay 
for type completes the advertisement. You and your 
client can be sure that what you get is what you 
hoped you had. 

Dye Transfer prints are unbeatable for display 
uses, too, and for salesmen’s samples—for any pur- 
pose where multiple, high-quality color images are 
required in comparatively small quantities. 

The Dye Transfer Process is one of Kodak’s five 
ways to color. Our new quarterly publication, “‘Ap- 
plied Photography,” will reproduce brilliant examples 
of all five at work. It can help you use the persuasive 
language of color more fluently, more profitably. 
We'd like to add your name to the mailing list. 
Please write. 


KODAK’S 5 WAYS TO COLOR PHOTOGRAPHY 


1. Ektachrome Film: Superb color, brilliant or 
subtle; transparencies for photomechanical re- 
production. 2. Dye Transfer Process: You see 


4. Ektacolor Film: The starting point for display 
color transparencies of excellent quality and any 
size. 5. Kodachrome Film (35mm): Projection 


your photographs on paper—as they will ap- 
pear in print—before reproduction. 3. Flexi- 
chrome Process: Create photographs in the colors 
of your choice—from black and white, or coler. 


slides of exceptional sharpness. For presenta- 
tions, for selling, or for teaching. 

Your photographer knows how to handle 
them all. 


EASTMAN KODAK COMPANY, Rochester 4, N. Y. 
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Insertions Combine To Earn 
Advertising Frequency Discounts 


* Advertising Requirements 
* Advertising Age 
* Industrial Marketing 


Advertisers using any combination of these 

publications issued by Advertising Publications, Inc., 

may combine total number of insertions to earn 

best frequency discount for each, » Production problems keep posing 

“ieee : ; themselves and usually some inter- 
minimum rate-holder regulations applying. esting answer is found. On an arch- 
ery target ad, the standard pro- 
sos . . cedure of painting each individual 
Advertising Publications, Inc. Life Saver would have been exces- 
200 E. ILLINOIS ST. © CHICAGO 11, ILL. sively costly. The solution was to 
cast in plastic large colored replicas 
of Life Savers for arrangement in 
the layout. Thus a good idea was 
saved from prohibitive production 
charges which could have killed it. 

In one of the ads, the layout was 
so contrived that it wrote the copy. 
This was done by having the text 
appear on a sheet of paper inserted 
into a fancifully sketched typewriter. 
The words were quaintly errorized, 
thereby indicating that the typing 
was done by a child. Topping this 
effect was that of having Life Savers 
appear in many colors as the type- 
writer keys. 

Quite a few of the Pep-O-Mint 
ads work around the theme of fresh- 
eey ee Oat rte Et ed ; en your breath after eating, smoking 
ee ee /E , or drinking. These are kept on the 
inoffensive side by showing such 
items as onions, cigars and liquor 
in visually intriguing compositions. 
One of the best in this series was 
an ad titled: “Pleasant Way to Lose 
The answer to your many color EKTACHROME PROCESSING ee ee 


“3% objects that created those five scents. 
problems . . . and it’s yours for DYE TRANSFER COLOR PRINTS 


he ng . . . wee er phene DUPLICATE TRANSPARENCIES 
for Kurshan & Lang’s new 


96 gate cater tuatbesk ... FLEXICHROME << MATRICES 


full of important color information, 
prices. . . time and delivery plus 


schedules. Valuable tips on when, other essential services 
how and why the leading art for reproducing and 
directors and photographers 


projecting color. 
always count on K & L for V/ 
professional QUALITY color 7} 
services. 


tt Kurshan € Lang 


MUrray Hill 7-2595 COLOR SERVICE 
10 east 46th street, new york 17, n. y. 





> Among the highest rating ads was 
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POSTCARD 
(3% x5) 
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ONE PRICE 
ONE LIST 
100000 — lI¢ ea. 


25000 — 2¢ ea. 
50000 — 1'2¢ ea. 


— 3¢ ea. 


(8 x 10) —$1.25 @ Mtd. enlargement (30 x 40) —$3.85 | 
— 2'2¢ ea. 


24 HOUR SERVICE ON REQUEST 
Glossy Prints in NATURAL Color 
POST CARD SIZE ¢ PRINTED BOTH SIDES 


3000 — 5¢ 
6000 
12000 


COPY-ART COLOR PRINTS 
Complete——No Extras—includes Color Photography 


we deliver what we advertise 


QUANTITY 


Copy negative 


eee ae o-e°e'e'e 
°° e eze On e eo a" °° ee OO eee'e" re eree 
srotetatatecerececenerenececococeceeeecesesenetenenecoset 
Ss eee ever ore eo eee ee" 
= S'S 09.6.0 


Plaza 7-0233 


Aer 


.made from 
. U, OP. 
7 hotographers 


your own photograph, 


negative, or product... 
In studios and laboratories 
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165 WEST 46th ST., NEW YORK 19, N. Y. 


Telephone: 


Genuine Photographs 


unsurpassed in quality at 
We photograph everyth 
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of James J. Kriegsmann. 


any price.. 





A 
NAME 
i 
SPOT... 


ee * 


pode 
ee Vas 


CIGARETTES 


Bed 


snow 


CD ae 
eee 

Vai ah eee 

MACS) 


SELLING 
eae ys 


The FREE space on dealers’ windows, truck panels 
and dispensers offer unexcelled potential advertis- 
ing value. Eye-catching American decals effectively 
and permanently utilize this space to promote your 
brand and product, or service to thousands of shop- 
pers each day. They tie in your other advertising 
efforts at the point of sale and help assure con- 
tinued dealer cooperation. Field tested for dura- 
bility, American decals stay “on the job” for years 
delivering your message day and night. 


FREE! Write today for Free full color brochure 
and samples. 


‘ 7 
AA merican MDecalcomania Mo. 
4334 W. Fifth Aye., Dept. B, Chicago 24, ill 

tut eel Lee 
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the one titled “Sweet Dreams.” It 
showed five kids in a big bed—each 
one dreaming of his favorite flavor 
in the five-flavor roll. 

One of the best Pep-O-Mint ads 
showed a snow-banked brook with a 
series of Pep-O-Mints floating toward 
the reader like cakes of ice. The cap- 
tion for this was just: “Cool and 
Refreshing.” 

An example of a good idea that 
just missed was one presenting a 
closeup of a vest showing the pro- 
truding end of a roll of Life Savers. 
Then, dangling on a chain across the 
vest was a Pep-O-Mint Life Saver 
simulating a frat pin. The caption 
ran: “Member of a Great Frater- 
nity.” What killed this idea at the 
time was the valid observation that 
vests weren’t worn by the majority 
of men. 


> There is no blueprint or formula 
for the makeup of these ads. They 
just seem to happen when minds 
and hands are kept free of stilting 
restrictions and tight inhibitions. 
These full-page ads make up the 
major portion of the Life Saver ad- 
vertising schedule. They appear 
about ten times yearly in Life, Sat- 
urday Evening Post, and Look. Some 
insertions cost as much as $25,000. 
Rearranged variations of these ads 
are often used as car cards. These 
ten annual ads combine to keep the 
Life Saver image prominently in 
the public eye. Response has been 
reassuring and sales have enjoyed 
a steady upward curve. 44 


Varied Uses of Photocopy 
Listed in Information Kit 


A new photocopy information kit 
has been compiled by American 
Photocopy Equipment Co. (Chi- 
cago). The kit contains information 
designed to help companies solve 
their photocopying problems. It in- 
cludes separate folders covering the 
following subjects: 

e How to use photocopying to pre- 
pare tax returns. 

© How to photocopy in any color. 

e How to photocopy on preprinted 
business forms. 

In addition, the kit has a booklet 
on using American Photocopy’s 
machine—the Auto-Stat. 


For your copy circle No. 401 on the 


Reader's Service Card inside back cover 


Ocular Record Camera 
Devised by Institute 


A camera which records the ocular 
performance of the reader as he ob- 
serves artwork, an advertisement or 
printed copy has been developed by 
the Institute of Visual Research, 
division of C. H. Stoelting Co. 
(Chicago). 


f ANK' 


xu COLOR 


Gives You: 

1. Consistent high quality 2. Rapid 

and complete service 3. Reliability 

in meeting deadlines 4. Duplicates 

like originals 5. Color prints in quan- 

tity 6. ANSCO-authorized. . 
Consultation Service For Your Color Problems 


Write for information or price list 
Phone collect for estimates 


2015 L St., N.W., Wash. 6, D. C. 
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MAJOR 


PHOTO CO. 
1210 N. CLARK ST. 


CHICAGO 10, ILL. 
Michigan 2-5651 


GLOSSY PRINTS 
Pt hem)! te Yee) 
tele eye) 
Samples 
aud price list 
on rweguest 
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Continuities + Comic Strips + Light Illustrations 
Spots « Comic Books + Booklets « TV Story Boards 


DON KOMISAROW STUDIOS 


11 West 42nd St. 
NEW YORK 36, N.Y. LAckawanna 4-1590 
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FREE! $5. STRECHTYPE* 8 x10" 


or $5. credit on a larger order 
La STRECHTYPE® will precisely 
TIME & 


make sharp photo copies of your 

type and art work, condense, wid 

ta en, slant, shorten or curve as you 
SAVER specify. This ad re-sized from 24x 

1" width. (*Trade mark. Patent No. 260726) 

FREE CIRCULAR! F.H. BARTZ, 18 W. Kinzie St., Chicage 10, Ill. 
- + » for more details circle 492, page 125 
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Results 


for FOTOTYPE 


AR produces more 
than two and one half times 
as many requests as from 

other magazine’, says 


Buckingham, Presi- 


AR for 
Advertising Re suis 


Try It! 
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7 Shortcuts to 
Better Art Production 


with the NEW ‘44° App. ()- Grap I 


@ Visualize layouts faster. Experiment with differ- 
ent size elements for greatest effectiveness. 

Eye-Camera . . . The new Brandt Photo- @ Render illustrations directly. Work on the image 
Graphic Eye-Camera records the length from copy, photograph or actual object in any 


of time and the exact spot that the viewer's medium. . - . 
@ “Drop in” keyline elements. Finished keyline ac- 





eyes rest on as she reads an ad. The corately matches layout. 
glasses that the viewer wears cause the in- @ Capture difficult perspectives of boxes, bottles, 
frared, invisible light to follow the eye machine parts, hands, etc., by working directly 
movements. These movements are recorded on projected image. . om 
. @ Insure accuracy. Everything will fit when it's 
on film in the camera placed behind the Art-O-Graphed. Eliminate engraving errors, 
viewer. waste and delays. 
@ Match hand lettering. Retain “feel” of layout 
Called the Photo-Graphic Brandt lettering by projecting it onto drawina board 
Eye-Camera, it operates in the fol- and finishing it up oversize. 


@ Eliminate costly photostats. Scale to size by pro- 


lowing manner: jection. Save time too! 


The subject, seated te chair, - The Art-O-Graph projects bright, sharp 
equipped with a pair of glasses which | images of copy, photos, art, or objects 
causes the reader to move the light directly on the drawing surface. No trac- 

# ike head 1 h ‘ ing or other secondary steps. Enlarges 
on top of his head in such a manner four times actual size; reduces to one 
that the light is focused on the iden- a finger-tip controls. 

. BEE . all si Z ith the Art-O-Graph you 
tical area being observed by the sub- cunnnetGagtathden eae 
ject. productive hours, cut costs all 

The special camera stationed be- ga line, give faster 
hind the subject is provided with a $ ; 00 
16mm film. The film moves at a con- 3 7 ? oe 
stant speed of two frames per second, | F.O.B. Minneapolis 
recording the exact location, dura- 
tion and sequence of every fixation, 
as well as the direction, distance and 
frequency of every excursion of the 



































No Floor Space Needed! 
The Art-O-Graph fits the small- 


eyes. The film is analyzed by count- eststudio. Usesoverhead,"dead” 
ing the number of frames, indicating space. Fits any drawing table. 
h ‘ 7 , sai a a ek Sturdy, all-steel lifetime construc- 
the time spent in respective areas. tion. Handsome metallic crackle 

A circular describing and illustrat- finish. Shipped completely as- 


5 : ; mbled. 
ing the new camera is available. tana 







For your opy circle No 402 on the 


s Service Card inside back cover 
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Unique Optical Method See your leading art DIVISION OF 


3-D Camera Developed materials dealer or 
write direct for 
A new camera which takes 3-D ests iliainatiins J . A. EN GEL . INC. 


pictures by optical instead of me- 
chanical methods has been intro- «din: i lila cialtas ti aii: i 
duced by Kurt Heath of Kurt Heath | “spnaane : — — — 

Inc. (New York). Though designed TO (APR. ® & yy j e '§ 
primarily for portrait work, the new en 77 
Heath camera will have many other | 


salto dress up + photos 


624 Syndicate Bldg., Minneapolis 2, Minn. 





The new camera has several ad- 
vantages over earlier 3-D cameras. 


It can be used with flash or speed x layouts 


light, and full-color pictures can be | 
made in 90 minutes. Operating on 


optical principles, the camera uses | 1 and artwork 


only a single lens. It was developed 


by Maurice Bonnet of Paris. WITH CRESCENT 
Two new models of the 3-D cam- | ~ ANNIVERSARY SERIES 
era are now in production at Heath. MAT BOARD 


The new models are designed for Ouchty 
specific types of photography. One CHICAGO CARDBOARD COMPANY BOARDS 
1240 N. Homan Ave., Chicago, Ill. 





SEE YOUR ART MATERIAL DEALER TODAY! 







will have a special long focus lens 
for photographing sports, ballet and 
other figures in motion. 44 
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BIG NAMES CHOOSE yee BOX 


for large size, short-run displays 


], Original Ektachrome  fur- 
nished of baseball figure only. 


2. Actual size separation nega- 
tives made in our own stu- 
dios and then exposed to 


The Janesville Zone Chevrolet Dealers’ of Wis- 


consin had a good idea—using a life-sized dis- 
play of popular Charley Grimm, Manager of the 


3. 44” x 64” sheets, printed 
in full color. 


Milwaukee Braves, as an attention-getter—but 
300 displays were all that were needed. With 


Black Box gelatin printing they found a perfect 
solution: perfect color reproduction; a low, low 
price; and all the details—including drop ship- 


ments—capably handled by one source. 


Why don't you, too, call on Black Box, especially 
for those large size, short-run displays or other 


printed pieces? You'll be glad you did. 


6. 


Completed life-size 
display as seen in 
Chevrolet dealers’ 
showrooms. 


a 
eta 


GRAPHIC ARTS TOUR 


OF EUROPE 


e For the first time in almost 15 years, 
a special tour which will visit printing 
plants, type houses, paper mills, top-flight 
design studios and the cultural art centers 
of 7 European countries. All under the 
leadership of Eugene M. Ettenberg! 


e@ SEND FOR FREE TRAVEL ITINERARY 


PU eave vdl | 3 


24 W. 40 St., N. Y. 18 - CH 4-2878 ' 
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4, Printed sheets mounted on 
heavy board and then die-cut. 


5. 


Completed display 
assembled, easeled “a 
and packed in indi- 
vidual cartons. Drop — 
shipments made. , 


The perfect process for printing 5,000 
pieces or less in sizes up to 40” x 60”. 


BLACK BOX 


ELA LID 


PHOTO & COLLOTYPE STUDIO, Inc. 


845-53 W. 
Kalamazoo 
2-6766 


ERIE STREET « 
Cincinnati Louisville 
Plaza 4218 Wabash 8068 


CHICAGO 22 
St. Louis 
Central 5068 
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AR’s 21,000 Circulation is 
Hand-Picked for Buying Power 
Nowhere else can you get such cov- 
erage, so carefully tailored and so 
precisely directed to buyers of adver- 
tising services, materials, equipment, 
supplies. 


Get in AR! 


“ses ‘st Photo-Reports 





Sed Illustrated booklet describeshow | 
Sickles gets pictures and reports | 


for Advertisers and Editors 
Send for free copy 
SICKLES 
Photo-Reporting Service 
38 Park Pl., Newark, N. J. 
MArket 2-3966 
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Artist Develops New 
Photo-Cropper Tool 


An easy-to-use tool to aid artists 
in producing fast, accurate four- 
side cropping of photographs has 
been developed by Cleveland artist 
John D. Thibo. The device is also a 
help in aligning and centering sub- 
ject matter in photos or artwork. 

The “Photo-Cropper” is printed 
in three colors and is protected 
against wear between two lami- 
nated transparent sheets of flexible 
Vinylite. The tool is available at art 
supply stores for $2. 

Further details are available. 


For your copy circle No. 403 on the 
Reader's Service Card inside back cover 


Air Brush Catalog 
Shows Five Models 


Five models are described and 
illustrated, auxiliary equipment 
listed and tips on technique are 
given in Thayer & Chandler’s (Chi- 
cago) air brush catalog. Elementary 
exercises for the beginner to prac- 
tise are shown in the booklet and 
instructions on doing them are 
given. 

Such equipment as carbonic gas 
outfits, filters, gauges, spare parts 
and automatic electric compressors 
are described and pictured in the 
catalog. The catalog provides de- 
tailed information on each of the 
Thayer & Chandler air brush mod- 
els, including what each is best 
suited for, extra attachments avail- 
able, and price. 


For your copy circle No. 404 on the 
Reader's Service Card inside back cover 


Hap Cook Family . . . These characters 
with the pointed heads belong to the Hap 
Cook family, introduced by Fuelane Corp. 
(Liberty, N. Y.). Fuelane, marketers of Happy 
Cooking Metered Gas Service, will use the 
trade characters to support its 1954 gas 
appliance promotion in newspapers, direct 
mail, displays, etc. The trade characters will 
be used in the future like other famous 
characters such as the Green Giant and 
Elsie the Cow. 





Flat-Bed Printer . . . Model demon- 
strates the easy operation of Peerless’ new 
Dri-Stat flat-bed photocopyer. 


New Photocopy Machine 
Introduced by Peerless 


A compact photocopyer, smaller 
than a standard office typewriter, 
has been introduced by Peerless 
Photo Products Inc. (Shoreham, 
N. Y.). Pages of books, letters, de- 
sign sketches, advertising layouts, 
catalogs, manuscripts, purchase 
orders, etc. can be photocopied using 
the new machine. 

Called the Dri-stat flat-bed print- 
er, the new equipment reportedly 
can reproduce sharp, legible photo- 
copies in less than one minute. A 
single movement by the operator of 
the machine closes the machine, 
turns on the light and exposes the 
paper. 

Peerless’ complete line of photo- 
copy equipment and papers is de- 
scribed and illustrated in a new 
circular issued by the company. 


For your copy circle No. 405 on the 
Reader's Service Card inside back cover 


Portfolio Shows Samples 
Of Florida Photographers 


Cheesecake and nudes, swaying 
palms, scudding sailboats—photo- 
graphs of all types, samples of 
Florida Photographers’ work, have 
been collected in a portfolio file, 
“Fotos from Florida,” by the Florida 
Photographers Assn. 

Such well known photographers 
as Carroll Seghers and David and 
George Avant are represented in 
the folder. The folder also supplies 
current data on the photographers 
and pictures available from the state. 
Most of the pictures are available 
for use in advertising. The samples 
include stock photos, sample pic- 
tures, black and white and full-color 
shots. 

Copies of the portfolio are avail- 
able from Miss Harriett Shepard, 
Coordinator, Fotos from Florida, 475 
E. 24th St., Hialeah, Fla. 44 
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MANAGEMENT: For + SALES: For Copying : MANUFACTURING: 
Copying Letters, Re- ¢ Orders, Lette : For Copying 

ports, Contracts, In- «+ quiries, Pre Bente. « ules, Work Sheets, °* h 
a Statistics, : none Price Sheets, * Control Shee ts, Mas- Sli 
Etc : ter Records, Etc. > Lading, 


SHIP # ING: : For Copy- 


i 
9s, Bills oe 
utc, 


Use It To Copy 
ANYTHING 


APEco Si 


EVERY DEPARTMENT can use the Apeco Systematic 
Auto-Stat. This new all electric photocopying machine 
prints, processes and dries automatically. It's fast— 
dry copies in less than 45 seconds! It's convenient— 
fits on the corner of any desk . . . it's ready for in 
stant use! It's easy—anyone can operate it! Saves up 
to 80% on copying jobs. Eliminates retyping, hand 
copying, checking or costly outside copying service. 
Makes legally accepted black and white or colored 
copies from any original up to 11x 17’— printed on 
One or two sides. So low cost—a complete Apeco 
Systematic Auto-Stat installation is priced well within 
the budget of even the smallest firm 


Lifetime Service 
Guarantee 
cory INFORMATION Ki7_ gy, 
gnot? IT’S Free 
BEES BSB RB BBB SE & 4246508 B28 888 8G 
a American Photocopy Equipment Co. 
1925 W. Peterson, Chicago 26, Illinois 


* RUSH ME NEW PHOTOCOPY INFORMATION KIT containing 
booklet on the Apeco Auto-Stat plus separate folders on copying 
@ tax returns, color copying and copying on preprinted forms 


Name 


State 


boeaameneeueeuueeuocecns 
In Canada: APECO OF CANADA, LTD., 134 PARK LAWN ROAD, TORONTO, ONT 
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QUANTITY PRICE PER PRINT—SINGLE WEIGHT GLOSS 


Size | CopyNeg 


Pen feos to pe tel et ty eta 
cl as [022 soon 


Write TODAY for samples and our complete price 
list on other sizes, Blowups, Post Cards and the 
“VISUALITE” Display. 


ORIGINAL PHOTOGRAPHY AND RETOUCHING AT 
REASONABLE RATES. 


152 W. Huron Street *- Chicago 10, Illinois” 
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Join the more than 10,000 


ll te ay | ia advertising and sales executives 
0 e eee ISp ay 7 who will save valuable time by 


viewing in one place at one 
time all that’s new in point-of- 


purchase advertising. 


EXHIBITS 
HOTEL STATLER 


MEZZANINE * PENN TOP ROOM 
SKY TOP -ROOM 


HOURS 


Tuesday, March 30th, 10 A.M. to 5 P.M. 
Wednesday, March 3lst, 10 A.M. to 8 P.M. 
Thursday, April lst, 10 A.M. to 6 P.M. 


ANNUAL SYMPOSIUM LUNCHEON 


| Ba GRAND BALLROOM »* Thursday, April 1, 12 Noon 


SPEAKER—Frank E. Delano, V.P. & Director 
; ee Oe me sco Colby 
THE BIGGEST SUBJECT—“Effcctiveness of Point-of-Purchase 


AND ONLY oe Pens tt 
NATIONAL EXHIBIT a 


MERCHANDISING FORUMS 
DOOR Sed nanapentnctnaunaaeneate 


. PRIZES ” A feature of this year’s Symposium and Exhibit will be two forums: 
March 30th, 9 A.M. to 12 Noon—A panel of top 
advertising agency men will tell how they handle 
point-of-purchase display material, the effectiveness of 
this material, how it is created, how it is distributed 


: ape, and many other pertinent facts. 
i March 31st, 9 A.M. to 12 Noon—A panel composed of 
HOTEL STATLER leading retailers and manufacturers from on industries 


will discuss the pros and cons of display material and display 


merchandising so that you can profit from their experience. 
MARCH 30, 31, APRIL 1 @eeeeeeeeeneneneeeeeeeeeeeeeeeeeeneneseenee ree 


POINT-OF-PURCHASE ADVERTISING INSTITUTE, INC. 
16 East 43rd Street ¢ New York 17, New York 
oe 


GENTLEMEN: Please send the following tickets: 


April 1 Symposium Tickets, including Luncheon at $6.50 
each. Hotel Statler Grand Ballroom. My check is enclosed. 


FREE Tickets for admittance to Exhibit of Point-of-Pur- 
chase Displays. Good all three days—March 30, March 31, 
April 1, 1954. 


NAME TITLE 


. COMPANY 
o 


* STREET 
° 


* CITY ZONE STATE 


THIS ANNOUNCEMENT SPONSORED BY MOUNTERS AND SUPPLIERS OF THE POINT-OF-PURCHASE ADVERTISING INSTITUTE 
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WINDOW & STORE DISPLAYS 


What Makes a Good 
Point of Purchase Display 


tive basic Rules lor ouccesstul 


By Edward K. Whitmore 
Chairman 
Eighth Annual 
Point-of-Purchase Advertising 
Institute Symposium & Exhibit 


The evaluation of advertising 
through media such as newspapers, 
magazines, radio and television, has 
become a science distinct from the 
creation of the advertising message 
itself. Research organizations and 
specialists within agencies are con- 
tinuously engaged in determining the 
efficacy of a campaign or even a 
single insertion or broadcast. The 
cost of single insertion or broadcast 
may run into many thousands of 
dollars, yet, in rare cases indeed, can 
the sales results of a product be 
traced to any individual insertion or 


program. It is the total effort that 
tells the story. 

Let’s take a hypothetical case. A 
large candy bar manufacturer cre- 
ates an advertisement for its estab- 
lished brand. The tested copy is used, 
the artwork presents the product in 
all its taste-tantalizing appeal. Full- 
color plates are produced and the 
double-page spread in the highest 
circulating weekly appears. It is not 
calculated that this ad would cause 
riots in the corner candy store, nor 
has the local supermarket doubled its 
candy bar order from the warehouse. 

“That,” says the ad manager, “was 
a terrific ad.” And so it was—as 
proved by readership survey and by 
the continued popularity and sale of 
this candy bar. 


> But we who create and sell point 


;> 


VIS 


pla 


of purchase sales tools, are ever ex- 
periencing completely different re- 
sults with this dynamic “do-it-now” 
medium. 


To demonstrate this point, let’s go 
back to the candy bar manufacturer. 
Some time ago our organization was 
retained to produce a complete point 
of purchase program for just such a 
manufacturer. The sales manager of 
that company secured the coopera- 
tion of a chain store located on one 
of the busiest corners in New York 
City for a special week-end promo- 
tion. Admittedly, I had never before 
seen such a concentrated use of sales 
material in any store. There were a 
dozen floor merchandisers through- 
out the store, aisle displays topped 
with case cards, pennants hung all 
over, and the windows were blazing 
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NOW OPEN! 
A Permanent 
P.O. P.* Exhibit 


The Advertising Display 
Center is designed as a show- 
case for all types of display 
ideas under one roof. 


You can save yourself a 
year’s research in one hour. 


The Center represents a 
carefully selected cross-sec- 
tion of the entire display 
industry and serves as a val- 
uable source of new ideas. 


Use it as a day-to-day 
working tool. 
* Point-of-Purchase 


Leonard Edwin Sturtz 
President & Technical Dir. 


Gilbert H. Salke 
Managing Dir. 


M. Jeffrey Rhodes | Rebecca R. Wilson 
Vice Pres. & ResearchDir. | Publicity Dir. 


ADVERTISING 
DISPLAY CENTER 


58 PARK AVENUE 
NEW YORK CITY, 16 


MU-5-4068 
Between the Advertising Club 
and Grand Central 


Phone or write for Invitations 
Literature available 
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in the colors of lithographed displays 
and streamers. 

The results were phenomenal: 
Tons of candy moved that week-end 
where only cases moved before. 

The example cited here, although 
unusual because of the extraordinary 
cooperation of the retailer, never- 
theless serves to prove that properly 
designed point of purchase material 
is dynamite that can blast a sales 
curve perpendicular—with immedi- 
ately traceable results. This is true 
because it is the only medium that is 
working where the merchandise is 
actually purchased. The degree of 
sales stimulation that is obtained 
with point of purchase material de- 
pends upon the impact this material 
has on store traffic. 


> Everyone wants to produce “suc- 
cessful” point of purchase promo- 
tions. In order to produce them you 
must first determine what consti- 
tutes “success.” On this, sales promo- 
tion men are universally agreed—a 
successful display is one that: 

1. Can be readily located where the 
product is sold. 

2. Increases the sale of the product 
at the point of sale. 

The points above are obviously 
the sum and total of all point of pur- 
chase advertising. The reader, we 
hope, will not imply that it is the in- 
tent of this article to cover the sub- 
ject with other than the basic rules 
for the proper approach to the prob- 
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Terrific display, Heatherdown, but it's costing us a fortune to operate it.”’ 


v5 most sooree apeqiances 


Molded Vinyl . . . This unusual display 
for the Dormeyer-Fri-well and Power Chef 
was produced in white translucent vinyl. 
The vinyl was molded to create a 3-D ef- 
fect, and five-color process lithography 
was used to produce the attractive pictures 
of the appliances. A specially timed flasher 
light attracts attention to the display. Dis- 
play Corp. (Milwaukee) was the manufac- 
turer. 


CUCOENEDEOEODOASEDAGEOEAEUEOEORGEOGUEUOEOEEOORCUOEOEOEOEOEOAGEDECEORCEOEUEGEOOUEUEODOEEEE CHOU GEOEDEGENES 


lems involved. Furthermore, point 
of purchase displays for many prod- 
ucts—such as in food, drug and bev- 
erage industries—are constantly be- 
ing presented to the market as a 
means of communication that reiter- 
ates a theme used in magazines, 
newspapers, radio and tv. We are 
more concerned in this article with 
point of purchase advertising that is 
built around a special campaign, 
offer, or “big push.” 
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To sell it...display it... 
TO DISPLAY IT RIGHT... 
CALL INDUSTRIAL 


Cea eit ae 


CEC Ut EL ae A 


Window and ky 
tele 2: 
Cam ty EAL Ye 


Outdoor Displays 


Created and produced by A 
. me, « 


INDUSTRIAL 


Stops te 


MAJOR CAUSE 


OF ENGINE WEAR 2 


LT Same aed dehy 
problem — creative or 
production-wise — let one of 
Industrial’s experienced 
representatives show you how 
Yes ieee ty -lleh are Tita 

can be utilized for greater 
relat AL 


Medi l sme tee 


CREATIVE DISPLAYS AND PACKAGES FOR NATIONAL ADVERTISERS 


| GRD SGVRCOeta tO 


285 MADISON AVENUE +» NEW YORK 17, N.Y. 
MUreray wit 3-7990 
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moves goods 


Tere is only one reason for a point- 
of-purchase display —to move goods. 
This Ferris Wheel Display designed by 
Harve Ferrill and G-E advertising and 
merchandising executives and engi- 
neered, developed and manufactured 
(in our own 70,000 square foot factory) 
really moves goods toward the consum- 
er. As each gondola comes into view it 
delivers a sales message. 

This display was difficult to engineer 
—it contained problems of counter bal- 
ance of different weights, foot pounds 
and many more display engineering 
fine points. Harve Ferrill engineers how- 
ever worked it out even to the point 
that the display will not operate unless 
completely loaded with G-E Clock Ra- 
dios—consequently it is always selling 
the complete line. We even provided a 
convenient toggle switch so that the 
buyer can stop the “wheel” for a close 
inspection of the model that especially 
appeals. 


We can design, engineer and man- 
ufacture a goods moving display 
for you. 


Let us work with you now on your prob- 
lem. Write or wire us or phone any of 
our qualified representatives. Remem- 
ber we have a large trained staff and 
our own big factory to serve you. 


Shae Frewill 


&-Coompany 


11 East Walton Pl. Chicago 11, Tl. 


Designers and Manufactur- 
ers of Permanent Displays 


LOCAL REPRESENTATIVES 


Vince Apreo St. Paul Nestor 6001 

S. R. Collin Columbus, O. Adams 9797 

J. J. Comstock Toledo, O. Kingswood 7200 
D. D. Fairbanks Seattle MA. 3860 SE. 6343 
Lovis Frey Newark, N. J. Market 3-4597 
Charles Kahn Cleveland Diamond 1-6900 
Sidney Mulliken Cincinnati Plaza 4218 

R. Russell Roop Pittsburgh Montroese 1-5019 
John A. Wheeler Buffalo Madison 6017 
Howard J. Cox New York ST 4-2929 

David M. Cook San Francisco Klondike 2-231} 
Chas. L. Dwinnel Kansas City Baltimore 7616 


a a 


HAVE POSITIVE 


stcueity with 
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CONT TAKE 3s ( 
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Lock Board . . . Special construction 
makes this attractive display unit convert 
quickly for demonstration. Each of the five 
lock units displayed is attached to a special 
block which can be quickly removed for 
close examination as well as effective dem- 
onstration of lock operation and efficiency. 
The display, built by Ron Baird Associates 
(Milford, Conn.) for Sargent & Co. (New 
Haven), is of wood construction, with ply- 
wood display ‘‘fin."” The unit is designed to 
stand with metal-easel back, or to be af- 
fixed to wall by use of two angle brackets. 


> We are completely out of sympa- 
thy with the executive who readily 
admits to the sales power of point of 
purchase advertising but despairing- 
ly throws up his hands with the trite 
remark that “we find it difficult to 
get our stuff up,” or “It dosen’t stay 
up long enough to make it worth 
while.” In view of the competitive 
low cost of point of purchase promo- 
tion and its vast potential at the point 
of sale, how can thoughtless state- 
ments like that be justified? Let’s 
examine the facts. 

There are in this country today 
about 2,880 companies operating two 
or more grocery chain stores or 
supermarkets. Approximately 200 
million shoppers go through these 
stores each week. If point of pur- 
chase advertising was sold on the 
basis of media circulation, this is how 
the story would look: 

@ 200,000,000 circulation 

@ 2,880 outlets 

@ One display per store at an ap- 
proximate cost of $2 per store 


“MOTION 


WITHOUT A MOTOR 


The gem-like sparkle back- 
ground of this shade gets 
real attention. Ample space 
for sales story. Comes in a 
variety of colors. Latest de- 
sign, black wrought iron 
base with rubber feet. 
Height 9” overall, shade 6” 
wide at bottom. 


A full size replica. True 
product identification at its 
best. Brilliant letter effect 
and actual coloring gives 
maximum attention value. 
Heat roto provides con- 
stant motion Height 8” 
asverall 5” diameter. 


Really new and different 
Create your own billboard 
campaign in miniature at 
point of sale. Easy to change 
copy for special or seasonal 
campaigns. Faithful true- 
scale miniatures of 24-sheet 
posters — perfect tie-in for 
outdoor advertisers. Comes 
blank or your choice of 
copy 


Now for the first time you can buy effective, 3 dimen- 
sional lighted signs and motion displays, especially 
designed for you, at a price to fit your advertising 
budget. WRITE FOR LITERATURE AND PRICES. 


OPENINGS IN SOME TERRITORIES 
FOR SALES REPRESENTATIVES WITH FOLLOWING. 


) © 
ae ln 
ont fer e 


REG Peenscecee 


WT 


1725 SO BROADWAY e« LOS ANGELES 15 CALIFORNIA 
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POINT OF 
PURCHASE 


Every kind of 
material with the 
latest in design and 
reproduction techniq- 
TSM) (EM Me dol 
ence of more than 80 
years in original dis- 
play merchandising. 


FOR YOUR NEXT DISPLAY 
Ml eT le tL 


TAL 
DIN IEAM 


Founded 1872 


39 West 19th St., N.Y. 11, N.Y. 
CH 2-2820 


. for more details circle 504, page 125 © Cost per viewer—1/40 of 1¢ each 
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Dnac Shepard 


At the point of sale... or in the mail. . . your presentation 


must be unusual to command attention, hold interest and move people to buy. 


These days, shoppers ignore the ordinary. 


Any room for improvement on your sales chart? You'd be 
surprised how 43 years of creating lithographed tools for CONSOLIDA aq! 

selling can give your product the unusual tug that loosens 
purse strings. This .. . plus 220,000 square feet of new . 


plant, housing the most modern lithographic equipment in 


Lithographing Corporation 
MEMBER OF THE POINT OF PURCHASE ADVERTISING INSTITUTE 
Main Office and Plant at Carle Place, Lb. |., N. Y 


ss P Soles Offices in Philadelphia, Chicago, Louisville, Tampa 
America .. . are just some of the reasons why it pays to call... 


Window, Counter or Merchandising Displays in Light, Motion or Dimension 


& 
LABELS @ BROCHURES @ CALENDARS © ANNUAL REPORTS 


WRAPS @ BOOKLETS © FOLDERS @ POSTERS @ TEXTURE FOLDERS 
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Dealer’s Choice . 


. . These five metal Whistle-Vess stands are being offered to Vess 


Bottling Co. (St. Louis) bottlers and dealers. The different stands vary from the shelf type 
which holds take-home cartons of Vess beverages to stands which hold wooden cases for 


empties 


types of beverage retail outlets. 


for use with dispenser machines. The stands are being made available to all 


COUEUEEEDOEOEDDECEOEEOEDEEEEOEOEEOOEECEOEDUEEEDEECEOEEEEEEEOECE REECE DEEOEEEEDEDOECEEDEGEEOERTEDEROEDEEOREERCEROELORDREOEOGEOEOOEOEEOUOUEDIEGURGEGOROEEUEDOGGUREROEOOEOUEGUROOUUECEOEOOEOOHOCEOREROUEOORGERGEOEEOUGEROE CUES 


In other words, 1¢ could reach 40 
people right at the point where the 
product can be picked up and paid 
for. Remember, too, that many dis- 
plays stay up for weeks—even 
months. Figure the cost factor under 
these conditions! 


> The facts are that no manufacturer 
of a consumer product can afford to 
neglect in-store promotion. Concur- 
rently, the most successful manufac- 
turers are the largest users of point 
of purchase advertising—Coca Cola, 


Many successful color, light, and motion displays have been 
created and produced by LUTZ & SHEINKMAN for a long 


Gillette, Canada Dry, General Elec- 
tric—to name only a few. Further 
proof of the power of this medium 
can be had from retail operators who 
feature private labels on some prod- 
ucts. Their resistance to display ma- 
terial in competitive brands attests 
to its power. 

To obtain the maximum sale of 
your product, you must put equal 
effort into having your display used 
as you do in obtaining highest read- 
ership for your ads and the largest 
audience for your program over the 


merchandise wit 


list of prominent national advertisers with products in widely 


diversified fields. 


We start by careful, thorough analysis of your product and 
its display requirements. Using basically original thinking — 
independent of everything that has gone before— we develop 


a uniquely different sales slant. 


Result: a display that wins preferred position in dealers’ win- 
dows . .. on their counters or shelves, and does a highly re- 
sultful, profitable sales job for your product! 


air. The first rule in point of pur- 
chase promotion is: 

Sell the dealer on your point 
of purchase material with the 
same effort you use to sell him 
on your product. 


> Many a helpful article has ap- 
peared setting forth in detail the 
height, depth and width that would 
make a display acceptable to super- 
market, drugstore, hardware dealer, 
etc. Conformation to these dimen- 
sions is sound practice, since they are 
obtained from the statistics of dealer 
preference. However, the mere man- 
ufacture of your material to accept- 
able sizes will not get it on display. 

Bear in mind that the dealer who 
refused to put up your 18” high 
counter merchandiser would have 
refused it if it were 14” high. The 
supermarket manager who refuses 
your floor stand is more often 
prompted by reasons other than size. 
On the other hand, some of the most 
successful displays have been over- 
sized rather than space-conserving. 
A notable example of this is the Ze- 
nith material, much of which incor- 
porates a screen type, self-shipping 
backdrop for a window display 10’ 
in length. It is the retailer’s reaction 
to the power of your display rather 
than size that gets it accepted or dis- 
carded. The best guide for determin- 
ing size is an elementary rule: 


We then produce your display by L & S Color Lithography— 
the finest, most natural color reproduction. 


May we present additional facts to demonstrate that LUTZ & 
SHEINKMAN is your best source for effective displays: 


OTZ & * HEINKMAN 


ITHOGRAPHIC 
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PECIALISTS 


Color Lithographers since 1896 
421 Hudson Street, New York 14, N. Y. * WAtkins 4-2000 
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Tailor the size of your dis- 


play to the size of your sales 
message. 


> Another factor important to secur- 
ing location in retail outlets is the 
multi-purpose display. Different re- 
tailers will show the same merchan- 
dise in different ways. Some pre- 
fer an island display of opened, 
trimmed-down cartons topped with 
a case card. Others will use a shop- 
ping cart filled with merchandise and 
the display tucked into the top 
basket. 

An example of excellent use of 
point of purchase is one recently de- 
signed for General Foods. This dis- 
play piece incorporates a simple easel 
construction that allows it to be used 
as: 

1. A shopping cart display. 

2. A case card. 

3. Wire hanger. 

4. Pole display. 

5. Easel card. 

6 


. Case backer. 


A few simple sketches on the back 
or apron of the display should sug- 
gest to the dealer the various ways to 
which the unit can be put to use. Our 
third rule is: 

Design your point of purchase 
material for multi-purpose dis- 
play. 


ahaa 


2 rep 


Double Action. . 


. The cute little lady (24” high, carboard) in this C.V.A. Corp. (San 


Francisco) display swings both her body and head. The double-action display for Cresta 
Blanca wines is powered by a flashlight battery and was created by Einson-Freeman (Long 


Island City, N.Y.). 
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> Every unit of point of purchase 
material should be directed towards 
an “impulse” sale. If it is argued that 
a $200 washer is not purchased on 
impulse, it can be stated that a home 
owner may be pre-sold on a certain 
make of washer on entering the 
store, but that he can be switched to 
another washer where a particularly 
effective sales presentation domi- 
nates on a competitive make. If you 
agree to this premise, then the key 
to designing your display is “domi- 
nation” over the area in which your 
merchandise is sold. 

Securing domination is the task of 
the idea man who must spark the 
sale with the fire of imaginative 
thinking. RY, many ad- 
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= 
L_«S Display Ideas 


This attractive dimensional full color display of 
Virginia Dare, created for Garrett & Company, holds 
20 large bottles of wine. The display when 
assembled acts as a self merchandiser. It requires 
very little floor space and gives prominence 

to the familiar Virginia Dare girl trademark. 


See us at Booth 50 
New York POPAI Show 


March 30, 31, April 1 


Hotel Statler 


vertisers who produce the best in 
magazine advertising will, because 
of lack of effort or because they be- 
lieve that merely having a point of 
purchase program is enough, often 
produce material that is completely 
devoid of “sell.” As indicated before, 
we are concerned here not with 
“communication” but with making a 
sale. Here’s how we differentiate be- 
tween the two: 


> Let’s imagine a housewife (plus 
husband) entering an _ appliance 
store. For months, perhaps years, 
she’s been hoping to own an auto- 
matic washer. Oh, boy, just to get rid 
of that scrubbing board, those back- 
breaking hours over a tub. At last 
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Panoramic . 


. . Something new in window and store display ideas is this Panoramic roll— 


a continuous design display roll developed by Progress Lithograph Co. (Cincinnati). With 
Panoramic it's possible to repeat an ad on a lithographed roll of up to 20’ in length. 
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we've got the money (anyway, the 

down payment) and we’re out to get 

the best machine at the best price. 
What do the displays tell her? 

e “Now you can take it easy.” (We 

know all about that, brother.) 


e “Throw away that 


scrubbing 


SEE! W 


SEE! the Amazing 


WTR b eae 
he) a Cie 


Se, 
oct‘ 
ert! 


NS 


board.” (Been trying to do just that 
for years.) 

This is communication . . . You 
haven’t given her a reason to buy 
your particular machine yet. 


> But further along the floor her 


e 


—_ 
~*~ 


VISIT US AT THE POPAI SHOW HOTEL STATLER 


MARCH 30-31 
APRIL 1, 1954 


LITHOGRAPH CORPORATION 
545 Pearl Street, New York, N.Y. 


WO 2-3735 
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eye is attracted to a flashing unit 
that signals fulfillment of a long 
hoped for dream. A motion unit ex- 
plains a good feature clearly. “Ask 
the salesman to show you why,” in- 
vites further interest. A sale is in the 
making. Incidentally, the dealer liked 
this display because he’s selling a 
mechanical device. He can’t run the 
machine continuously, so he wants 
lights and action to operate for him. 
He wants a sales tool that dominates. 


Bear in mind that at the point of 
sale—where the product can be seen, 
touched and tried—it is too late to 
make promises you've already made 
in your advertisements. Now’s the 
time to fulfill the desire to compare. 
Invite it! 

Where practical, design your 


display material to invite taste, 
touch and trial. 


> Where point of purchase advertis- 
ing is used effectively to influence 
the sale of a product, the purchase 
of which has been planned for months 
ahead, it is a hundredfold more effec- 
tive in securing that coveted impulse 
sale. Manufacturers whose products 
fall into this category are expert in 
its use—as witness the variety of 
carded and dispenser type displays 
that sell everything from pipes to 
hosiery . . . and sell only because 
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HAMMERMILL GRINDING ACTION 


EASY 10 INSTALL 

fits mest sieks 

Sora cobs 

Coftes groands 

Me plomding te change ‘Pisa, meat 20d pecttry bones 


Loe iastailatior cest 


IT All GOES DOWN THE DRAIN! 


Center of Attention. . . This large 55” 
high, 30” wide—window or floor display 
focuses attention an on actual Eureka Wil- 
liams Corp. (Bloomington, Ill.) Dispos-O- 
Matic with a drawing of a “housewife de- 
monstrator” using the kitchen sink garbage 
disposal unit. Selling pointers underscore 
the unit at the bottom. The full-color display 
is designed to fold into one compact carton 
for easy shipping. It includes a stand snecial- 
ly produced to hold the irregularly shaped 
Dispos-O-Matic. 
CULUEDUEOREREOAEOCEOCEOEEUEOUGUEOUEDEREEOEEOECEOEOEECEDOEOEEUECUECECUEOERUEOECRDE OURO ROEDER EEOEEOEDERE 
they are expertly and prominently 
displayed. 

There are scores of products that 
can benefit greatly by employing the 
methods used in creating impulse 
sales. Most of these products are well 
and widely advertised in various 
media. Competition, the search for 
wider markets and other reasons 
dictate that the product be ever pre- 
sented as superior by virtue of new 
and improved contents, packaging or 
ingredient. A well-written and well- 
illustrated magazine advertisement 
based on a theme that “no other 
canned mash contains Vitalox” may 
be the best method for establishing 
brand preference. Claims that a 
product cooks faster, takes less prep- 
aration, etc., than other brands of a 
similar food are all-important to the 
sale of a product. 

At the point of sale, however, 
claims are often a hindrance rather 
than an asset to the “impulse” pur- 
chase. When your product is work- 
ing with the advantage of mass dis- 
play and reinforced with colorful 
sales material . .. when your prod- 
uct is within finger distance of your 
customer ...now’s the time to forget 
competition—forget to tell her which 
product cooks faster. The problem 
now is to make her want to cook 
your type of food at all! 


SPP OeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeseeeeeeeseSeeEeeeeseeseseseesseeeeeeeeee 
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GOODMAN 


—the BIGGEST 
name in 3-D Plastic 
Displays will show 
this BIG 5-Ft. Eye- 
Stopper at the 


: - POPAI SHOW 
¥ BOOTHS 106-107 


See it—and many other 
new GOODMAN point- 
of-purchase spectaculars 


. . . They’re all terrific! 


Write to us— 


7 ; ’ the world’s largest exclusive manufac- 
5-ft. plastic 3-dimensional f 3-D Plastic D 5 d 
EXPORT BEER BOTTLE turers of 3- lastic Jecorations an 
: Displays — for interesting details on 
now available to breweries é 
p.o.p. displays! 


NATION'S MOST SELF-CONTAINED OPERATION: FROM DESIGNING THROUGH 
ART-WORK, TOOLING, PRINTING AND MANUFACTURING, ALL UNDER ONE ROOF 


- for more details circle 509, page 125 


NOW —Sell Your product jn 


Use with the myste 
flowing motion re 


ur 
r } Our p I 
calism! Built in pump ~ Product with fase), 
ontae Produces intermit ) “oc inating 

, = lttent tlow N 
| L ONn-sni 
luDricates pl 


mp 1 
P 4nd motor 


I 
ON-evaporating liquid 
Short-circy) 
Circuit. Patene 

ied Pending Sey 


t 


wont 


It hoor} 
! 4 ' OO 
r Write 


. 


. for more details circle 595, page 125 


April 1954 + ar « 47 





MILWAUKEE'S FINEST BEER 


CATCHING 


Dikjplauyd 


Our highly skilled design engineers 

are masters in the art of creating signs 

with prominent brand identification . . . signs that 
will invite consumers to purchase 

your brand above all others. We offer out- 
standing, individually designed signs and displays 
in Plastic, Metal, Wood and Glass 


— illuminated, non- 


illuminated and animated. 


Consult a Lakeside Plastic 
representative ... Idea 
sketches furnished without 
obligation! 


Designers, Manufacturers of Point-of-Purchase Displays G Signs of the Highest Caliber! 


Q&/ LAKESIDE 
£ PLASTICS 


ee ee ee ee 
407 SOUTH 


CHICAGO. 


DEARBORN ST. 


Lakeside Plastics—members of the POPAI, NBWA and SPPA Associations. 
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Advertising 
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Corrugated Sleigh . . . This appealing 
cardboard version of an old-time sleigh was 
designed by Zipprodt Inc. (Chicago) to serve 
as a beverage merchandiser. An island dis- 
play, the sleigh holds 76 ‘‘six-paks’ of 
Hamm's beer. 

SOCUEUERESOOEGEGOOEOEOLGEOHOEUEGEOEOOORGEOOOUUAOROOONUOCUOEO EAHA EO OOOODOREGNGODOGHOOOUDEONOHOEOEONOONE 
> Again, this point can best be made 
by following the imaginary house- 
wife into a supermarket. She takes 
a shopping cart and moves along the 
shelves. She has a fairly good idea 
of what she needs in cleaning sup- 
plies and general household needs. 
She has a fairly good idea of what 
dinner will be tonight . . . some lamb 
chops . . . canned peas . . . or maybe 
frozen limas instead. Suddenly she 
comes across a large island display 
of pie crust mix topped with a banner 


t 


prasentin f 
owe coat © 
ODORLESS 
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Suspended Animation .. . A mobile 
and a conventional window display were 
joined to give birth to an unusually arrest- 
ing promotion for a new Devoe paint. Five 
short sales messages were printed on free 
form pieces of cardboard and suspended 
from a cross bar. The background card is 
shaped like an inverted V. The mobile pieces 
push the main selling points of the new 
Velour flat wall enamel—its odorless, easy 
application, washable and durable qualities. 
The display was full-color lithographed by 
Forbes Lithograph Co. (Boston). 





that shouts, “Largest Selling Pie 
Crust Mix In America, Special 2 for 
29¢.” “I must try this some time,” she 
says as she picks up a package of 
chocolate dessert. That’s another 
good example of “communication.” 

In our opinion, there would have 
been a different purchase made if 
that banner had implanted an idea 
like “Bake a Pie Today—Do It in 
20 Minutes,” coupled with a large 
illustration of a juicy cherry pie. You 
can tell them in small copy what it 


Realism . . . Following the trend toward 
3-D realism is this vacuum-formed display 
for Kreuger beer and ale. Copy is silk- 
screened on shiny Mirro-Brite, manufactured 
by Coating Products Co., and the bottle 
features an actual foil label. Merit Displays 
(Paterson, N.J.) created the display. 


Get Lifelike Action in 
eS Your Displays 


4 ey co 


new SHORKEL ven 


Mink & White Gloves .. . This new 
Sheaffer pen display uses ‘‘class'’ appeal— 
the invisible writer shows white gloves and 
mink cuffs as she writes with a Shaeffer 
pen. Copy stresses the wide price range of 
the pens. A flasher lights the top headline 
panel. The display was designed and pro- 
duced by Ketterlinus (Chicago). 
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contains, how fast it cooks. Your tie- 
in with your national advertising 
need not be neglected. This leads us 
to formulate the rule: 
Design your display to sell 
your TYPE of product before you 
sell your brand. 


> Experienced creators of point of 
purchase material will argue that 
each product requires handling in 
accordance with the particular situa- 


With Low-Cost, BATTERY-OPERATED 


HANKSCRAFT 
DISPLAY MOTORS 


Effective, full, correct silent motion assured 


Long sustained motion provided for motor with single, 


standard, harmless flashlight battery 
Lightweight, compact, self-contained, stable 
No electrical outlet needed 


Economical, safe, dependable— rigid frame construction 
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vaio Pett book 


16 pages of detailed information and drawings—on 11 
basic Hankscraft models, special motor applications, 
etc. Also includes details of free engineering service 
that will help you plan the most effective animation for 


your display. 
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Nome 


Company 


Street Address 


City... 


The Hankscraft Company, Reedsburg, Wisconsin 
In Canada: HANKSCRAFT (CANADA) LTD., Toronto, Ontario 


Please send free book and price list on Hankscraft display motors. 


Zone .- State 


tion that presents itself and that 
standardization or hard and fast 
rules are not applicable. Yet we can 
assure the reader that the simple 
rules outlined here will help to 
achieve a greater proportion of suc- 
cessful displays. In conclusion, and 
paraphrasing a learned gentleman, 
we may add that “creating successful 
point of purchase displays is an art 
to which talent may aspire, but in 
which genius alone moves with sure- 
ness.” 44 


Zener 


Life-Like . . . This specially constructed 
plastic hand reportedly is capable of holding 
heavy weights. Manufactured by Plasto Mfg. 
Co. (Chicago), it currently is being used, with 
the addition of a nylon glove, by Zenith re- 
tailers to create a life-like display. 
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Advertising Copyrights 

. . . Continued from Page 26 
tion for the utilitarian object, i.e., 
the lamp. 

The California case was decided 
in the lower court Feb. 21, 1952. 
Judge Tolin held that the copyright 
owner could use the work of art as 
a component part of a functional 
article manufactured for sale as 
such, and that no one else could do 
so without permission. The Cali- 
fornia decision was affirmed by the 
Circuit Court of Appeals in Cali- 
fornia June 26, 1953. 

The third and final case was de- 
cided in Maryland Feb. 20, 1953. The 
lower court followed the decision of 
the Illinois lower court and denied 
copyright protection to the plaintiffs. 
The U.S. Court of Appeals, however, 
three months later reversed the 
Maryland District Court and agreed 
with the decision of the California 
court that the copyright was valid 
and precluded the manufacture of 
the lamps by the defendant. Thus, 
at the present time, two Federal 
Circuit Courts have held in favor 
of the plaintiffs, and one Circuit 
Court, namely, that of Illinois, has 
held for the defendant. Obviously, 
the final determination of this ques- 
tion will have to await a decision 
by the Supreme Court of the United 
States, where the case is now pend- 
ing. 


>The opinion of the Circuit Court 
of Appeals in California in sustain- 
ing copyrightability, is, however, 
very persuasive, and in my opinion 
sets forth the prevailing view of the 
law, which is not subject to chal- 
lenge, even though the facts in this 
particular line of cases might result 
in the Supreme Court ultimately 
holding for the defendant. 

Judge Stevens, writing for the 
California Circuit Court of Appeals, 
stated that the court was of the 
opinion that when the creator of the 
statues was granted copyright priv- 
ileges, such privileges would not be 
affected by a speculation that the 
objects could possibly have been 
patented as designs. 

The court furthermore pointed out 
that such rights could not be af- 
fected by the gratuitous use of the 
creation by third parties for orna- 
mental supports of a household util- 
ity, such as a lamp. A highly sig- 
nificant statement by the court is as 
follows: 

“The theory that the use of a copy- 
righted work of art loses its status 
as a work of art if and when it is 
put to a functional use has no basis 
in the wording of the copyright law 
and there is nothing in the design 
patent laws which excludes a work 
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Meyercord’s Idea Book on Point of Sale 
DECAL SIGNS 


Yours FREE . . . write for your copy today... 
The new Meyercord Decal Sign AD-visor is 
the biggest, most complete book for the field 
of Point of Sale decal signs that we've ever 
assembled .. . and we want you to have 
a copy with Meyercord’s compliments. The 
AD-visor is packed with dozens of new uses 
and new ideas for permanent Point of Sale 
decal signs with hundreds of illustrations in 
full color. You'll see how the nation’s leading 
national and regional advertisers are using 
Meyercord Decal Signs to promote famous 
brand names, product reproductions, trade- 
marks and sales producing messages. Plenty 
of potent ideas on how you may stimulate 
sales at the dealer level. Write for your FREE 


copy on your company letterhead today! 
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of art from the operation of the 
copyright laws.” 


>In a recent note in Harvard Law 
Review (March, 1953) the author 
pointed out: 

“The argument that useful articles 
purporting to be works of art should 
be excluded from copyright because 
they may qualify for design patents 
is not convincing.” 

It is clear that although a certain 
object might be protectable, either 
as a copyrightable work of art or 
a patentable design, no rational ap- 
proach to the problem can be found 
by attempting to impose a right of 
election upon the applicant as to 
whether he wishes a copyright or 
a design patent. 

In this connection Judge Stevens 
of the Circuit Court of Appeals in 
California pointed out, “A thing is 
a work of art if it appears to be 
within the historical and ordinary 
conception of the term ‘art’.” 


> Clearly, under the basic principles 
of the early Bleistein case and the 
many cases that have followed, a 
work of art is no less subject to 
protection by copyright simply be- 
cause it is to be used commercially. 
Advertising art, illustrations of all 
kinds, intended for commercial dis- 
play purposes, have long been held 
the proper subject matter of copy- 
right. Thus, a doctrine which at- 
tempts to restrict protection by in- 
dicating protection will be lost in 
the event that a work of art serves 
a double purpose (i.e., displaying the 
artistic quality while fulfilling the 
practical function of a utilitarian ob- 
ject) is in my opinion unrealistic. 
The doctrine is well summarized by 
Judge Dobie, who decided the lamp 
cases in the lower court in Cali- 
fornia. Judge Dobie said, in his opin- 
ion (98 US PQ 313): 

“Concededly a copyright does not 
purport to give to the copyrightee 
any right to the mechanical or utili- 
tarian usage of a work of art. A 
copyright does, however, protect the 
work of art qua work of art without 
regard to any functional use to which 
it might be put. A general utilization 
of a work of art in an article of 
manufacture in no way affects the 
right of the copyright owner to be 
protected against infringement of the 
work of art itself. The critical in- 
quiry, therefore, is not whether the 
particular work sought to be regis- 
tered has utility, but whether it is 
a work of art irrespective of its 
utility.” 


> Regardless of the ultimate out- 
come of this line of “lamp cases” in 
the Supreme Court of the United 
States, it seems quite clear that 
where a work of art is origi- 
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nally a three-dimensional object, i.e., 
statuary, protection does exist in 
connection with the copying of the 
statuary even though it be in con- 
nection with a utilitarian object. That 
this is the sound view is indicated 
by some earlier cases. 

In the Betty Boop (Fleischer Stu- 
dios Inc. v. Ralph A. Freundlich Inc., 
73 Fed. 2nd 276) and the Barney 
Google, Sparky (King Features v. 
Fleischer, 299 Fed 533) cases, the 
courts a quarter of a century ago es- 
tablished the doctrine that the toy 
doll copied from the Betty Boop 
character and the toy horse copied 
from the Sparky character were in- 
fringements. Unless one were will- 
ing to make the assumption that a 
toy doll or a toy horse is less utili- 
tarian in nature than a lamp there 
seems little doubt as to the validity 
of the statement that protection does 
exist against the manufacturing of 
three-dimensional utilitarian ob- 
jects copying otherwise protected 
works of art. 

A more intricate problem, how- 
ever, is presented in connection with 
an attempt to extend the doctrine of 
copyright protection from copy- 
righted designs of a highly artistic 
nature to reproductions of such de- 
signs appearing on utilitarian ob- 
jects made of cloth, paper, or other 
substance. 


How lo Get 


Your Money's Worth From 
Point-of-Purchase 
Advertising 


In today’s buyer market, every manu- 
facturer wants to increase his sales— 
and control his promotional cost. Media 
advertising may create store traffic, but 
to ring the cash register, adequate dis- 
plays — often self-selection fixtures — 
must dramatically show off your prod- 
uct and help complete the sale. 

To get your money’s worth, Mr. Ad- 
vertiser, you must analyze your in-store 
selling problem. Classify your retail 
dealers by types, by size, traffic volume 
and dollar sales of your product. Since 
your products are sold to people, it 
figures that you can sell more in the 
stores which attract the most people. 
Hence, you must set up a budget for 
point-of-sale promotion—at least 20% 
of the amount you spend on media ad- 
vertising, but never less than 1% of 1% 
of sales per retail outlet. If 10% of your 
outlets give you 50% of your volume 
(and this is the general rule) spend 50% 
of your budget in those stores—and the 
balance in proportion to the volume a 
given class of stores can produce. 

The Wm. Melish Harris organization 
can help you do this job so that waste is 
eliminated from your display program. 
Just as the best advertising agencies 
conduct media research, copy research, 
consumer panels, pre-testing of cam- 
paigns to assure results and guard 
against failure, we advise our customers 
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Striking Pair... A monkey with its peren- 
nial appeal, and U.S. Route 1 with its own 
particular appeal, set the themes in a pair 
of successful displays for Timken bearings. 
The eye-catching displays were produced 
and created by Kling Studios (Chicago). 


> A simple approach to the problem 
is found in the old case of Adelman 
v. Somners & Gordon (214 US 218). 

In this case the court held that a 
dress as such could hardly be classi- 
fied as a work of art, although the 
plaintiff's copyrighted drawing of 
the dress could be. Consequently, 
the court held that the copyrighted 
drawing of the dress did not prevent 
the defendant from manufacturing 
the garment. Clearly this case seems 


(Advertisement) 


to invest their first few hundred point- 
of-purchase dollars to accurately get the 
facts as the best possible insurance 
against failure and waste. We are dedi- 
cated to increasing our client’s sales in 
retail stores. Working with both manu- 
facturer and retailer, we develop a com- 
pletely rounded in-store merchandising 
program. 

1. We first conduct a study of every 
phase of merchandising of your product 
in present retail outlets. We determine 
who your largest customers are. Your A, 
B, and C stores are lined up in order to 
decide where the largest proportions of 
your promotion budget should be spent. 
Expensive displays are distributed at 
random and thousands of “cheap” dis- 
plays wasted on top-quality stores who 
won’t use them. Analyses of sales dis- 
tribution often shows 50%-70% of sales 
derived from under 10% of all store 
accounts. If so, then your promotion 
budget should be allocated through a 
planned investment in spotlight stores. 

2. Then your present sales are ana- 
lyzed. Planned research into dealer 
practices and consumer buying habits is 
a necessary preliminary to the produc- 
tion of self-selection or simplified sell- 
ing fixtures. To properly organize and 
visually present a full line in sufficient 
volume to accommodate peak day sales, 
the volume and nature of these sales 
must be fully understood. 

3. With a solid background of re- 
search, the planned design and scientific 
engineering of store merchandisers first 
becomes possible. These fixtures must 
provide a prospect with all the product 
information required to arrive at a de- 
cision to buy—even without a sales per- 


to be in direct opposition to the 
holding in the Betty Boop and 
Sparky cases. In the dress case the 
court sought to distinguish the Betty 
Boop and Sparky cases from the 
doubtful ground that a doll, in con- 
trast to a dress, has no practical use. 

I think that the distinction which 
the court attempted to make has at 
least this much validity from a 
standpoint of “understanding.” The 
dolls which were made from Betty 
Boop and Sparky cartoon characters 
were, in a sense, not unlike three- 
dimensional statuary which can be 
protected as works of art. Further- 
more, a high percentage of all dolls 
manufactured can be used as orna- 
mental objects. We are all familiar 
with the use of dolls for this purpose 
in the home. On the other hand it is 
quite clear that a dress, as such, is 
exclusively utilitarian in the sense 
that, except for advertising purposes, 
it cannot be displayed or used ex- 
cept when it is serving its function 
as a body covering. For this reason 
the court had great difficulty in pro- 
jecting the rule of the Betty Boop 
and Sparky cases to an article of 
wearing apparel. It is, therefore, my 
belief that where a_ three-dimen- 
sional object has some potential for 
being used as an ornament (even 
though it may also be used for other 
purposes), protection for such an ar- 


son. Full exploitation of the payoff spot 
reaps full benefit of your complete ad- 
vertising and selling program. 

4. A budget must then be established 
for point-of-sale in-store merchandis- 
ing. Such budgets usually achieve good 
results on from 14 to 1 per cent of sales. 
They vary with the volume of sales in 
the retail outlet. Spotlight stores would 
get dramatic window displays and spe- 
cial seasonal promotions as_ well—all 
through controlled planning. 


What results can be 
expected from a program 
of planned promotion? 


The efforts of the Harris organization 
are designed to make advertising and 
selling pay off. We have been able to 
demonstrate increased sales of several 
millions of dollars for accounts making 
investments of less than 34 of 1% of 
present volume. This can only be done 
through careful integration with a com- 
plete selling plan. And it is worked only 
through a real membership on the com- 
pany’s selling team. 

At this time, we're inviting a few 
more leading companies to avail them- 
selves of what we are pleased to call 
“America’s most complete in-store ad- 
vertising service.’ We welcome corre- 
spondence. Or, if you plan to be at the 
POPAI Show, see our graphic demon- 
stration of this program created for sev- 
eral national advertisers. 

WM. MELISH HARRIS ASSOCIATES 
25 Vanderbilt Avenue 


New York 17, N. Y. ORegon 9-3777 
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ticle is entirely possible as a work 
of art. 






>» Proceeding from a case involving 

a drawing of an actual dress, let us 
turn to the question of design. There 

is no doubt that copyrights may be | 
obtained with respect to an artistic | 
design even though it does not ac- | 
tually portray a specific object. The 
difficulty, however, is in establishing 
a standard of copyrightability in the 
design field. In Rosenbach v. Drey- 
fuss (2 Fed 217, 1880) the court held 
that: 

“Fabric designs intended to be re- 
produced on a balloon were ineli- 
gible for copyright protection; that 
the practical use of the design pre- 
cluded a finding that it was con- 
nected with the ‘fine arts’.” 

Although the phrase “fine arts” 
does not appear in the Copyright Act 
of 1909, it is by no means certain 
that any type of design, particularly 
one intended for reproduction on an 
object of commerce and not intended 
to possess any intrinsic artistic val- 
ue, can be made the subject of pro- 
tection. In Kent & Bentley v. Lynch 
(34 Fed 2nd 291) the court held that 
a dress pattern design is not a work 
of art and therefore not copyright- as GALLANTINE ‘Bets 
able. As recently as 1949, in the case ; . 
of Rose Fabrics Converters Corp. v. 
Berney Corp. (87 F Supp 802), the 
court followed the earlier cases and 
reached a similar result. 
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would therefore appear that 
where a design is initially intended | 


Q A raf d 
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to serve no purpose other than to be | Clip this coupon today Ses Res 
reproduced on an article of com- | \ 
merce such as a dress, balloon, ete, | = © tft se teens Peete cere wee weees 
protection cannot be secured. On the ; 
other hand, protection has been | 
granted for designs which have been | 
used on articles of commerce merely | 
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Flexible ... The American Character Doll 
Co. commissioned W. L. Stensgaard & As- 
sociates (Chicago) to design a flexible dis- 
play kit that would meet varying space re- 
quirements, adaptable to window or store 
interiors. Stensgaard came up with this flexi- 
ble kit with colorful life-size figures of Desi 
and Lucy; wire rack display, and assorted 
cutout hearts. This display was part of the 
doll manufacturer's campaign to introduce 
a ‘Ricky Jr." doll. 
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Meyer Corp., 31 Fed 2nd_ 583). 
There a decorative design on a shoe- 
box was held to be copyrightable. In 
De Jang & Co. v. Breuker (182 Fed 
150), a Christmas design used on 
wrapping paper was a proper sub- 
ject of copyright. 

Unsatisfactory though this con- 
clusion may be, it is my view that 
copyright protection for mere de- 
sign, no matter how artistic, is ten- 
uous and therefore difficult to pre- 
dict in a particular case. I do believe 
that where it clearly can be shown 
that the design has no artistic exist- 
ence of its own and is made solely 
for the purpose of transfer to cloth, 
paper, etc., copyright protection is 


very doubtful. On the other hand, 
where the design involves some de- 
gree of independent existence as a 
design, then its subsequent appro- 
priation by a manufacturer of cloths, 
paper, or other goods, may be held 
to be an infringement. None of the 
foregoing uncertainty should affect 
the ever-present right of the design- 
er to secure protection under the 
design patent statutes. 

The only drawback inherent in 
this latter procedure is found in the 
fact that in order to secure a design 
patent one must prove that the de- 
sign is in all respects novel. Since 
novelty in design is certainly diffi- 
cult to establish even if achieved, the 
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obtaining of a design patent for a 
particular design may involve a long 
and costly process. There is no 
doubt, however, that to the extent 
that a design is novel and cannot be 
found in the prior art, a design pat- 
ent gives to the designer full protec- 
tion against the use of his design for 
any utilitarian purpose whatsoever. 


> For many years persons inter- 
ested in the field of design piracy 
have sought without success either 
to expand the protection given to 
designs by the copyright law or to 
reduce the rigid requirements nec- 
essary to get protection under the 
patent law. Thus far these efforts 
have been without success and as a 
consequence the designers of our 
nation find themselves in a difficult 
position with respect to the protec- 
tion of their intellectual creations. 

No discussion of the complexity of 

esign copyright would, however, be 

complete without a clear under- 
standing of the use of the word “de- 
sign.” The difficulty of securing pro- 
tection which has been discussed ex- 
ists almost wholly in cases where 
the design does not portray a physi- 
cal object generally known to man- 
kind. In order to distinguish be- 
tween designs portraying objects 
and designs which are wholly in- 
ventive, consider two situations hav- 
ing great significance. No one is par- 
ticularly surprised by the fact that 
Walt Disney is given protection for 
his cartoon character, Mickey Mouse. 
Mr. Disney certainly does not have 
the only mouse in the world, but he 
does have the only particular Mickey 
Mouse in the world, and his mouse 
and the portrayal of his mouse are 
clearly the subject of a valid copy- 
right. 

I think it fair to assume that Mr. 
Disney, in creating the original 
drawing of Mickey Mouse, did not 
intend merely to create a work of art 
wholly divorced from any utilitarian 
purpose. All of us have seen the car- 
toon character on every conceivable 
article of commerce. Clothing, toys, 
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“Can't understand why nobody stops in 
to visit our booth."’ 
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“Sure it's a window .. . but it won 
first prize.”’ 


household wares, utilitarian objects 
of all kinds, use the Mickey Mouse 
cartoon. In short, the familiar mouse 
has become a decorative design for 
hundreds of articles of manufacture. 
Licensing by the Disney organiza- WINDOW 
tion of the right to use Mickey | COUNTER 
Mouse as a ee es design ba MeN TD) 
substantial and lucrative part of the | 

Disney enterprises. No one would DISPLAYS 
suggest that Mr. Disney’s copyright | 

protection for Mickey Mouse does 

not extend to the use of the charac- 

ter on these various objects. 
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> On the other hand, if a man cre- a OT 

ated a floral design not directly rep- on a SINGLE saapecaett 
resentative of natural flowers, and flashlight Teh atta 

his design were immediately used in 

the manufacture of ladies’ print the finest battery-powered motor made 
dresses, even though each dress : F 

might bear a copyright notice each economical to buy . . economical to use 


time the design appeared on the exceptionally long life on one battery 
dress, it is not at all certain that the 


_ ‘ \ rc of swing can be regulated 
courts would give to the floral de- “tens 7 g s “ _ 
sign the kind of copyright protection P OP.A:!: compact construction and packaging 
that admittedly enures to Mickey 7 rs PLUS the exclusive ‘HAFTSON’ battery 
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T will concede that the distinction ats $ lie ee oe 
is a tenuous one, but, unfortunately, Leading Source anery when tne PP 
in the light of the present state of the for iil 
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law, the only sure tests that I can Vitae TT F 
suggest for ascertaining design ‘ HAFT & SONS «+ INC 
copyrightability are as follows: eT ns 
e The subject matter of the alleged ... for displays 950 KENT AVENUE 

work of art should portray an ob- Ps BROOKLYN 5, N.Y. © STerling 3-1740 


ject, animate or inanimate, which 
has actual existence, i.e., a mouse, 
a red-nosed reindeer, a snowman, 
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etc. 


e At the time of original publication 
of the work of art some purpose 
other than the mere use of the work si RETAIL sts ith 

; ST eae aac) 440 Advertising Managers ‘ 
on cloth or other material should . . Yours or Your Competitors 
exist. Mickey Mouse, for example, requested further informa- 
exists as a copyrighted cartoon char- tion about products or serv- _ ‘ 

: ; ‘ ® a A rom newspapers an 
acter; Bambi, the baby deer, exists ices mentioned editorially in ee. ublished 
ac « ; st yet} ; « - * vu uv e country. 
as an illustration ina book. a recent issue of AR. an ter baelee 
e Wholly inventive designs, not re- 165 Church St., N. Y. 7 
lated to any known physical object, : / BA 7-S371 
should have in them at least the po- Vi 7” Ih 
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Beauty on paper 


As the Cosmetic Industry has helped set new standards of 
loveliness for American women, so Oxford Papers have 
helped this industry achieve new freshness and appeal in 
its printed material. 

In the form of labels, wraps, folders and other promo- 
tional pieces, Oxford Papers accurately capture every 
detail of color and line. Wherever beauty is a business, 
Oxford grades have proven fit foundation for packages 
and pages that sell... prove it for yourself. 


ers 
dp Build Gols 


OXFORD PAPER COMPANY, 230 Park Avenue, New York 17,N.Y. «© OXFORD MIAMI PAPER COMPANY, 35 East Wacker Drive, Chicago 1, Ill. 


Mills at Rumford, Maine, and West Carrollton, Ohio 


56 ¢ ar « April 1954 . . « for more details circle 523, page 125 





The First National Bank of Dallas 
produced an annual report that brought 
praise from all parts of the country. 

The story of how it was produced presents 


a case history with helpful pointers 


for others faced with the problem 


of getting adequate attention for 


How to Produce an 
Outstanding Annual Report 


By Dick Hodgson 
AR Managing Editor 


Producing an outstanding annual 
report is not as simple as it might 
seem. Just ask anyone who has been 
faced with the task. You work like a 
slave for seemingly endless hours 

. . feel a radiant gleam of pride 
at the end result . . . and then find 
that your prize report just got lost 
in the shuffle with the thousands of 
similar reports that were making the 
rounds at the same time. 

But once in a great while you re- 
ceive a letter like this one: 

About this time of year I am liter- 
ally swamped with annual reports 
of financial institutions throughout 
the country . .. Most of the ones 
that I receive get just a cursory 
glance and then I send them off to 
our financial officers. 

“I just wanted you to know that 
of all the reports that I have received 
yours is, without question, the most 
outstanding ... This is the one an- 


nual report I really read, and I want 
to take this opportunity to congratu- 
late you on putting out such a fine 
statement.” 

That letter from H. Bruce Palmer, 
president of the Mutual Benefit Life 
Insurance Co. (Newark, N. J.), was 
typical of hundreds which Ben H. 
Wooten, president of the First Na- 
tional Bank in Dallas, received from 
all over the country. It is excellent 
evidence that the teamwork of a 
variety of Dallas advertising and 
graphic arts people paid off to pro- 
duce one of 1954’s outstanding an- 
nual reports. 


> There are few types of annual re- 
ports as difficult to produce as that 
of a large bank. The First National 
Bank in Dallas report presents an 
interesting case history. 

Work on the report started early 
in December, 1953. In charge of the 
entire project was Clifton Blackmon, 
the bank’s vice president in charge 
of advertising and public relations. 


their annual reports. 


Mr. Blackmon presented the bank’s 
agency, Rogers & Smith (Dallas), 
with the first major problem —a 
theme. 

Although the bank had been 
undergoing a major modernization 
program, the use of this as the major 
theme of the annual report was re- 
jected. “We knew, however, that we 
would have to have a theme,” ex- 
plains account executive John Bur- 
nett. “That, in itself—some central 
idea exclusive of such obvious the- 
metic appearances as art—would be 
enough to make a First National 
year-end report different from those 
of most companies.” 

The agency plans group composed 
of Mr. Burnett; Marvin Krieger, art 
director; Mary Stewart, copy chief, 
and Randall Brooks took the prob- 
lem under consideration. Account 
Executive Burnett suggested that 
the book be dedicated to bank em- 
ployes, especially those who seldom, 
if ever, are seen by customers and 
outsiders. The idea would need fine, 
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56 Smiles .. . This was the group shot in full-color that showed through the die-cut “doors” 
on the annual report cover. Photographer Harting, with the help of an emcee, got all 56 
employes of the bank to relax and smile for the picture. 


honest candid photos to show each 
devoted to his job. It would need a 
good running narrative—not cap- 
tions—to carry through the mood 
and the low-key manner of telling 
how good the bank’s people are. 
The idea looked like a winner, so the 
group planned in that direction. 


> But it wasn’t just a matter of sit- 
ting down and producing the report. 
In spite of the fact that the report 
had to be ready on Jan. 12 for dis- 
tribution at the bank’s annual stock- 
holders’ meeting, most of the copy 
couldn’t be written or set until after 
the close of business on Dec. 31. 
What the figures would be at year- 
end had a bearing on what could be 
said in most sections of the report. 
Therefore, only preliminary drafts 
of some sections of the report were 
completed in December. These were 
written subject to finalizing and re- 
vision after complete figures were 
available. 
While 


John Burnett and Mary 
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Stewart of Rogers & Smith were 
at work writing the first draft of 
the narrative, first dummies were 
prepared by art director Marvin 
Krieger. Next came one of the most 
interesting aspects of the entire job 
—the photography. 
> If any one characteristic brands 
this annual report as outstanding, 
it’s the photography. How it was 
handled can well serve as an outline 
for others faced with a similar task. 

Basically, the photography can be 
divided into two  sections—theme 
shot and candid shots. The theme 
shot was to be a full-color four-side 
bleed shot showing 56 of the bank’s 
employes lined up in a “V” just in- 
side the bank’s modernistic doors. 
This shot not only served as the 
opening picture on page 1, but a 
portion of it showed through an 
acetate door which was tipped on 
the inside of the cover over a die-cut 
opening. 

This shot tied-in with the basic 


theme of accenting the human side 
of banking. Surprinted on the photo 
was the report’s theme as phrased 
by bank president Ben. H. Wooten: 
“The major difference between banks 
of today is the way people are 
treated.” If the picture was to do 
its job of “pace-setting” effectively, 
it had to show a group of happy 
employes—and that was something 
of a problem. 


> It was realized that photographing 
such a large group under even or- 
dinary circumstances would be try- 
ing both to the photographer, Ulric 
E. Meisel of Dallas, and to the 
people being photographed. With the 
group to be photographed in color— 
and several shots to be made in 
order to assure at least one usable 
one—the “ordeal” would be greatly 
amplified. 

Further complicating the situation 
was the fact that the picture had 
to be made at the end of the work 
day during the busy Christmas shop- 
ping season when employes were 
likely to be more in the mood to go 
home than stand by after hours to 
wait out the grind of spacing people 
and lights, making flashbulb changes 
between shots, etc. 

But leave it up to a group of en- 
terprising Texans to overcome a 
tough situation. First of all, they set 
up a public address system in the 
lobby where the picture was to be 
taken. Then they lined up the serv- 
ices of Albert L. Harting, director of 
public relations for Southwest Air- 
motive Co. (Dallas), who has earned 
a reputation as a dynamic emcee 
before Dallas luncheon and profes- 
sional clubs. 


> Mr. Harting used the p.a. system 
mike for a running commentary of 
humor and kept the group amused 
while the photographer shifted 
lights, made camera adjustments, 
and occupied himself with other de- 
tails of picture making. The net 
result was a picture of a group which 
looks more as though it was ready 
to start off a pleasant day than 
just completing a tough one. In the 
picture selected for the report, all 
56 bank employes have a smile on 
their faces—a major accomplish- 
ment for any photographer. 

The bank’s modernization pro- 
gram, then under way, injected 
another problem into the taking of 
the opening picture. The problem 
was to group the 56 employes so as 
to permit new construction to be 
shown fully and to use them in 
hiding portions under construction 
and things not yet modernized. In 
spite of effective grouping, some un- 
completed portions of the new con- 
struction remained visible in the 
color transparency so a dye transfer 





was made and a retoucher completed 


the job. 


> Then came the major job of pro- 
ducing the candid series which was 
to form the non-statistical backbone 
of the report. The job was assigned 
to John Dominis, whose experience 
in making magazine photographs 
was considered a prime asset. After 
being briefed on the nature of the 
operations of various departments 
of the bank, he was turned loose to 
spend some five days in the bank 
on his own, moving unobtrusively 
from department to department, and 
shooting as often as an interesting 
picture situation developed in the 
normal operations of the depart- 
ments. His presence to take pic- 
tures for the annual report was 
known only to the department heads. 

The photographer previously had 
sat in on a conference of those re- 
sponsible for planning and following 
through in the execution of the 
annual report. In this session, he 
learned about the objectives the 
report was being designed to accom- 
plish, the theme, the goal of effect- 
ively portraying the human side of 
banking along with the statistical 
story. In this session, he was able 
to sharpen his concept of just what 
would be the right picture situations 
to look for and photograph if he 
was to come up with a picture series 
that would adequately support the 
theme. 

The photographer was free to 
call upon his experience and use 
his discretion, fortified by the prior 
briefing, in determining what pic- 
tures to take. The result was a 
candid, story-telling series of photos 
of the bank’s employes, who were 
shown naturally at work and ob- 
viously were not aware of being 
photographed. 


> The pictures contained a_ high 
level of human interest. The ap- 
proach was a journalistic one rather 
than that of the commercial photog- 
rapher photographing business fa- 
cilities and operations. People were 
the key element. 

The photographer used a 35mm 
Nikon camera and worked only with 
the light available from the bank’s 
lighting fixtures. By the time he 
had made his rounds of all depart- 
ments, he had clicked the shutter 
of his camera some 500 times—all 
candid shots. None were posed or 
staged. 

Then the editing job began. After 
a careful study of the contact prints, 
covering about 200 different picture 
situations, some 175 were selected 
for 8x10” enlargements—enough to 
give adequate representation to ev- 
ery department of the bank. The 
screening process was then repeated 


and agency and bank personnel 
selected 62 photos for reproduction 
in the employe section of the report. 


> An unusual technique was em- 
ployed in the presentation of these 
pictures. They ran along the lower 
3” of each page, bleeding to the 
sides and bottom, with a number of 
duotones, both outline and square 
halftones, adding variety to the pic- 
ture story and helping to play up im- 
portant points. The running com- 
mentary, telling the story of the 
people behind the scenes, moved 
from page to page in storybook 
fashion—serving as a story in itself 
and not as captions. 

In spite of the large number of 
pictures used, there was not a single 
case of “mugging’”—a tribute to the 
cameraman and the technique used. 
The naturalness of the pictures was 
pin-pointed in a letter the bank re- 
ceived from Harold F. Woodruff, 
president of F. H. Woodruff & Sons 
(Milford, Conn.): “The various 
phases of your banking operations 
are very clearly outlined, and I 
have also noted the expression of 
interest and enthusiasm of the var- 
ious employes at their designated 
work. It is evident that the photos 
were taken when the individuals 
were not aware. 

“Comfort of the employes on the 
job is also a consideration . . . for 
we notice there is one lady on page 
14 with her shoes off. However, if one 
likes his work, and the surroundings 
are pleasant and comfortable, much 
more can be accomplished in an 
eight-hour day. Furthermore, the 
smiles of the various employes as 
well as the executives is very com- 
plimentary, and it is no wonder, with 
this type of organization, that your 
bank is very successful.” 


DISTRIBUTION OF RESOURCES 


> With the photography and pre- 
liminary copy completed, the actual 
production was at hand. The job of 
designing the finished book, its art 
and other elements, was assigned 
to Robert Pierce of Pierce Studios 
(Dallas). 

The production called for a wide 
variety of graphic arts processes, all 
produced in Dallas: 


e The front and back outside cover 
was lithographed in four colors; 
inside covers letterpressed in one 
color. Blanks Engraving Co. made 
the offset plates. 


e The front cover was die-cut, and 
a special acetate window was tipped- 
on inside the front cover. The “win- 
dow” was silk-screened in gold and 
maroon to resemble the bank’s newly 
installed doors. The job was handled 
by Gatteys Silk-Screen studio. 


e To make sure that the facsimile 
doors would remain rigidly in place, 
Thomas W. Griffiths III of Industrial 
Adhesive Co. came up with a special 
formula for binding acetate to paper. 


e Four eight-page forms were run 
letterpress in three colors, in which 
many duotone plates appeared in 
addition to line drawings and 133- 
line copper halftones, all produced 
by Southwestern Engraving Co. 


e A wrap-around section of four 
pages carried two full-page bleed 
plates letterpress printed in four- 
color process with the theme-setting 
scene inside the front cover and a 
night shot of a huge spectacular on 
Dallas’ Central Expressway adver- 
tising the bank’s services. 


e A special 1834x414” accordion- 
like folder was offset-printed in 
black on yellow stock and tipped- 
in on the inside back cover. This 


Informal . . . This spread is typical of the clear and informal way statistics were handled 
in the report. The spread also shows part of the running picture story covering the bank's 


operation that was used in the report 


April 1954 + ar « 59 





LEADING MERCHANTS SELL 


VELVA-GLO* 


CANADA 
Vancouver Coast Paper Company 

J. G. Fraser, Utd. 

George C. Henderson Company 

Clark Bros. & Co., Ltd. 

Kruger Paper Company, Ltd. 

Kruger Paper Company, Ltd. 


Winnipeg 
Montreal 
Quebec 
HAWAII 
Honolulu Bader's Display House 
WASHINGTON Zellerbach Paper Company 
UTAH Carpenter Paper Company 
Dixon & Company 
Zellerbach Paper Company 
TEXAS Carpenter Paper Company 
SOUTH DAKOTA John Leslie Paper Company 
RHODE ISLAND 
Providence Henry Lindenmeyr & Sons 
Storrs & Bement Company 
PENNSYLVANIA 
Philadelphia W. B. Killhour & Sons 
Joseph E. Podgor Company 
Coppy & Company 
Zellerbach Paper Company 


Carpenter Paper Company 


Pittsburgh 
OREGON 
OKLAHOMA 
OHIO 

Cincinnati Whitaker Paper Company 
Jay Products Company 
Cincinnati Cordage & Paper Co. 
Bert L. Daily, Inc. 

Alling and Cory Company 


John Leslie Paper Company 


Dayton 
Cleveland 
NORTH DAKOTA 
NORTH CAROLINA 
Charlotte 
Raleigh 
NEW YORK 
New York City Eagle Supply Company 
Henry Lindenmeyr & Sons 
Carpenter Paper Company 


Charlotte Paper Company 
Raleigh Paper Company 


NEW MEXICO 
NEW JERSEY 
Nework J. B. Card and Paper Company 
Charles Jessup Company 
Henry Lindenmeyr & Sons 
Carpenter Paper Company 
Zellerbach Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
John Leslie Paper Company 


NEVADA 


NEBRASKA 
MONTANA 


MISSOURI 
Kansas City Bermingham & Prosser Company 

Carpenter Paper Company 

Bermingham & Prosser Company 

Tobey Fine Papers, Inc. 

Carpenter Paper Company 

John Leslie Paper Company 


St. Louis 
MINNESOTA 


MICHIGAN 
Detroit Butler Paper Company 
LaSalle Sign & Artist Supply Co 
Lewis Artist Supply 
Flint Flint Paint & Varnish Company 
Grand Rapids Quimby-Walstrom Paper Co. 
MASSACHUSETTS 
Boston Henry Lindenmeyr & Sons 
Storrs & Bement Company 
Paper House of New England 
Storrs & Bement Company 
1OWA Carpenter Paper Company 
INDIANA 


Indianapolis 


Springfield 
Worcester 


Century Paper Company 


C. P. Lesh Paper Company 
ILLINOIS 
Chicago Chicago Paper Company 
Swigart Paper Company 
Carpenter Paper Company 
Zellerbach Paper Company 


IDAHO 


GEORGIA 

Macon Macon Paper Company 

Savannah Atlantic Paper Company 
FLORIDA 

Jacksonville Jacksonville Paper Company 

Miami Everglade Paper Company 

Orlando Central Paper Company 

Tallahassee Capital Paper Company 

Tampa Tampa Paper Company 
WASHINGTON, D.C. R. P. Andrews Paper Company 
CONNECTICUT 

Hartford Henry Lindenmeyr & Sons 
Rourke-Eno Paper Company 
Storrs & Bement Company 
Henry Lindenmeyr & Sons 
Rourke-Eno Paper Company 
Storrs & Bement Company 
Carpenter Paper Company 
Carpenter Paper Company 
Zellerbach Paper Company 
Carpenter Paper Company 
Zellerbach Paper Company 


New Haven 


COLORADO 
CALIFORNIA 


ARIZONA 


ALABAMA 


Mobile Partin Paper Company 


RADIANT COLOR CO. 


Dept. 4R 830 Isabella St. * Oakland 7, Calif. 


Manufacturers of VELVA-GLO Fluorescent Pa- 
pers * Cardboards * Signcloth * Brushing 
and Spraying Colors * Silk Screen Colors 
45 * Trademark reg. 
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folder made it possible to add last 
minute details on the bank’s mod- 
ernization and expansion program. 

It was felt that the report should 
be brief so as not to take the edge 
off a more formal and detailed pres- 
entation of the new facilities to be 
made later. The six-page folder 
made an effective closing touch to 
the annual report—an “at press- 
time” progress report on the bank’s 
building improvement program. 
Since it could be produced rapidly, 
it permitted pictures to be made at 
the last moment showing new con- 
struction as it looked almost at the 
moment of going to press. 


@ The cover was printed on 2212 x 
2842”, 120 lb. Fairfield Vellum stock. 
The inside section of the book re- 
quired nearly two carloads of 25x 
38”, 100 lb. Lustro Gloss enamel 
stock. The paper was supplied by 
John A. Scott Co. 


e Typesetting, using an effective 
combination of sans serif and Roman 
faces, was handled by John A. Scott 
Company. 


> The biggest part of the job fell 
to William S. Henson Inc., which 
had to handle the complicated print- 
ing and binding job in less than one 
week. Production manager Frank C. 
Erwin and plant superintendent C. 
G. Morris, together with two make- 
up men, nine press operators, one 
cutting man, two folding men and a 
bindery crew of ten, blended their 
efforts and delivered the first copy 
of the report to bank president 
Wooten exactly 72 hours after the 
last form had been received at the 
printing plant. 

“If the copy had been six hours 
later, we couldn’t have made the 
deadline,” Mr. Erwin confessed. 

The production statistics are a 
good guide to the work involved in 
producing an annual report of the 
calibre of the First National’s: 

e It took 30 man-hours to complete 
the lithographed outside cover run 
on a one-color 23x29” Miehle Offset 
press—a total of 66,000 impressions. 
The inside cover was printed letter- 
press in one color on a Miehle 
Vertical press for an additional total 
of 16,500 impressions. 

e The final cover was run through 
the presses six times before the 
printing, die-cutting and scoring was 
complete. The total number of im- 
pressions tallied 99,000. 


e The four 8-page sections, which 
required three colors each, repre- 
sented 198,000 impressions in 230 
man-hours including lock-up and 
makeready time. These forms were 
run on three 34x49” Miehle No. 2 
cylinder presses. 


e The four-page wrap-around sec- 


Acetate Tip-on A piece of silk- 
screened acetate was used to simulate the 
bank's modernistic glass doors. Each set of 


“doors” had to be tipped on the cover by 
hand. 


tion, carrying two bleed pages of 
four-color process plates in addition 
to the regular three-color run, was 
completed with 115,500 impressions 
in 60 hours. These forms were run 
on two 20 x 26” Simplex presses. 


@ When this was completed, there 
were $0,000 pieces to fold, taking 40 
hours to complete. These sections 
were then hand-gathered in 45 hours. 


e The acetate tip-on inside the front 
cover was applied as the last phase 
of production—added after the rest 
of the book had been printed, bound 
and trimmed. The process necessi- 
tated each book being opened, and 
the individual tip-in pasted in place. 
To assure the accurate flow of tip- 
in production, hairline guidemarks 
were printed on the inside front 
cover. 

The acetate piece, trimmed to 
35gx434”, was silk-screened in a 
gang-mount arrangement, 10 to a 
page. The sheet size was 20x 6”, 
totaling 1,500 sheets to be trimmed 
to 15,000 individual pieces—one for 
each book ordered. It took the aver- 
age bindery woman one hour to tip 
in 150 pieces. 


e The inside back cover folder was 
accordion-folded to 634x412” and 
then tipped-on. Total time for cut- 
ting the acetate, folding the accor- 
dion folders, trimming and tipping- 
in, took an additional 200 hours pro- 
duction time. 


@ White 834x112” envelopes were 
printed in two colors—black and 
brown—on a Kluege automatic let- 
terpress. 


> While the most amazing part of 
the story behind the First National’s 
annual report lies in its production, 
the actual contents should not go 
unnoticed. It opens with a message 
from President Wooten, who tells 
the story of the bank’s year and sets 
the scene for the story of the bank’s 
employes featured in the report. It 





TIGHT LINE, one of Churchill Ettinger’s finest etchings. 


vtewyis Lewt And oan 


The softly textured surface of this genuinely felt marked paper 
can bring added effectiveness to good design and fine printing. 
Six quiet colors and a clear, bright white — broad deckle or plain 


edge — Artemis is equally well suited to letterpress and offset, 
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Do You Buy 
Talent by the 


To plan a letterhead that WILL 
be preferred by your custom- 
ers, ask your printer for a free 
copy of the “Neenah Guide to 
Preferred Letterheads.” This 
exceptional book is based on 
a four-year survey by the 
Neenah Paper Company. 


Do you buy oil paintings by the square 
yard, books by the ton or music by the 
note? Of course not, the measure of talent 


is in quality not quantity. 


When selecting paper for your business 
stationery, do you buy the largest bundle 
for your dollar? Or do you realize the 
paper that carries your company 
letterheads also carries your reputation 


for quality? 


The next time you consider business 
stationery, ask your printer to see samples 
of fine rag papers by Neenah. For a 

few extra pennies, you can add a wealth 


of prestige to your correspondence. 
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Matching envelopes available in all grades of Neenah rag content bonds 


NEENAH PAPER COMPANY, Neenah, Wisconsin 
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is a warm and informal message, but 
not lacking in essential information, 
and conveying the feeling that the 
First National is a good place to do 
your banking. 

A full-page duotone bleed picture 
opens each of the major sections of 
the report—operations; ‘First 
Family,” the story of the bank’s 
employes; customer services, and 
executives. It might be added that 
there are no formal pictures of bank 
executives—only a listing in type. 
Their pictures appear only in the 
candid shots which show all of the 
bank’s operations. 

Statistics are presented very sim- 
ply. Graphics include three - color 
bar charts (a warm brown, which 
was used as the second color in the 
duotones; a deep blue-gray, and 
black), and actual photographs of 
silver dollars divided into pie-shaped 
segments. 

Headings throughout the report 
are in the deep blue-gray, with a 
1 pt. rule plus sign (1” square) 
used as an art element to lend con- 
tinuity to the pages of the report. 


> The First National’s report is a 
clear-cut example of advertising 
teamwork paying off. It was a home- 
grown job, with all phases of Dallas’ 
graphic arts industry cooperating 
with the bank and its agency to pro- 
duce a work that accomplished the 
nigh impossible—words of praise 
from Dallas’ arch rival, Houston. 
From E. F. Gossett, chairman of the 
board of directors of Houston’s Tex- 
as National Bank, came these words: 

“Your annual report ... is a 
thing of beauty, not only in its typo- 
graphical perfection but also in the 
figures it reveals I have read 
every word of the report, including 
all the charts and graphs; and I 
have ‘met’ the First National’s family 
through the text and photographs at 
the bottom of each page. I found the 
report to be of absorbing interest 
from beginning to end, and in itself 
it is a very valuable public relations 
piece.” 44 


‘| note what appears to be a newsboy 
on the corner selling your deadline for 
five cents each.”’ 





Early Advertising Art 
Shown in New Handbook 


The editor calls it a “swipe chest.” 
This is the new, expanded two-vol- 
ume edition of Clarence Hornung’s 
“Handbook of Early American Ad- 
vertising Art,” published by Dover 
Publications Inc. (New York). 

Unearthed from quaint and tat- 
tered typographical specimen books 
is this full-bodied compilation of an- 
tique advertising. Nearly 3,800 cuts 
have been lovingly dusted off and 
each cherished curlicue has been 
faithfully reproduced in the hand- 
book. About 2,000 examples of early 
pictorial art comprise one volume 
and 1,750 type designs make up vol- 
ume two. 

The handbook was first published 
in 1947 in one volume. The new edi- 
tion has been greatly expanded, 
which necessitated separating the il- 
lustrative art and the type speci- 
mens into two large volumes. Addi- 
tions to the pictorial volume include 
many new cuts in the patriotic em- 
blem, food and drink, and holiday 
sections. Also a Christmas section 
appears for the first time. 

In the typographical volume, the 
sections containing type specimens 
have been expanded. New sections 
on borders, scrolls, rules and panels, 
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Keeping Up With the News... Visi- 
tors at the National Metal Exposition in 
Cleveland were kept up to date with latest 
world news by means of a mimeographed 
paper distributed twice daily by salesmen 
and receptionists at the booth of Frederic B. 
Stevens Inc., makers of foundry equipment 
and supplies. The masthead and the 81/>x14” 
mimeograph paper were supplied by the 
Stevens organization, and Cleveland Radio 
Station WGAR prepared the news bulletins. 


ornaments and ribbons have been 
added. 

> The artwork and type designs are 
representative of American adver- 


tising art from Colonial times 
through the 19th century. Pictures 
of quaint young ladies, all types of 
carriages, wagons and early automo- 
biles, eagles, pointing hands, ancient 
furnishings and houses, and old 
typefaces, including Old English and 
ornamental, are typical of the mate- 
rial contained in the volumes. 

The pictorial volume includes a 
brief history of advertising art, 221 
full pages of illustrations and a glos- 
sary identifying the art. The typo- 
graphical volume features 246 full 
pages of typographical designs with 
a listing of sources where the de- 
signs can be obtained. 

The handsome set would undoubt- 
edly be a worth while addition to any 
artist, art director, designer or ad- 
vertiser’s library. One of the most 
valuable features of the handbook is 
that the publisher, Dover Publica- 
tions, offers free reproduction rights 
of all material in the books with the 
purchase of the set or one of the vol- 
umes. The books make it an easy 
matter to uncover authentic histori- 
cal illustrations and old-fashioned 
type designs. 

Price of the set of two volumes is 
$17.50, single volumes, $10 each. De- 
scriptive literature is available from 
the publisher. 


For your copy circle No. 417 on the 


Reader's Service Card inside back cover 


CURTIS RAG 
COLOPHON 
CURTIS ANTIQUE 
STONERIDGE 
TWEEDWEAVE 


CURTIS PAPER COMPANY Newark. DELAWARE 
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Colorful Ad Envelopes 
Issued by Curtis 1,000 


Samples of advertising envelopes 
with colorfully printed backs are be- 
ing offered by their manufacturer, 
Curtis 1,000 Inc. (Hartford, Conn.). 
These unusual envelopes feature a 
variety of designs, with the pictures 
or colors bleeding on all four sides 
of the envelope back. 

The over-all design on the backs 
is not pre-printed but, by a special 
process used by Curtis, is added af- 
ter the envelope is finished. The com- 
pany is producing the envelopes in 
a number of different sizes and col- 
ors, with or without windows. 

Some of the designs used by ad- 
vertisers have included poster art, 
product pictures and plant building 
pictures. One sample featured a solid 
red color with the words LIFE in 
large, white letters. 


For your copy circle No. 406 on the 
Reader's Service Card inside back cover 


Booklet Describes 
Envelope Making 


The story of envelope production 
from raw materials to finished prod- 
uct is outlined in a new 28-page 
booklet, “A Visit to Old Colony,” 
issued by Old Colony Envelope Co. 


(Westfield, Mass.). The picture tour 
of the company’s plant shows the 
course of production with emphasis 
on special processing, such as bor- 
dering, die cuts, odd sized and shaped 
envelopes, tissue lining, paneling, 
etc. Captions in the booklet provide 
detailed explanations of each pro- 
duction step. 


For your copy circle No. 407 on the 
Reader's Service Card inside back cover 


Booklet Offers Samples 
Of Menu, Cover Stocks 


Samples of Curtis Paper Co.’s 
(Newark, Del.) Stoneridge text, 
menu and cover papers have been 
collected in a handy new sampler 
booklet. Examples of available 
weights and colors in each stock are 
shown. 

The stocks, especially suited for 
menus, placards, announcements, 
etc., resemble heavy, deckled art 
construction paper. They are avail- 
able in white, ivory, blue, copper, 
green, red and gray. The text stock, 
the lightest in weight, comes in sizes 
ranging from 2212x35” to 41x54”, 
and in weights up to 100 lbs. The 
cover and menu stocks are available 
in sizes ranging 26x40” to 35x46”, 
and in weights up to 100 lbs. 


For your copy circle No. 408 on the 
Reader's Service Card inside back cover 


Folder, Product Sample 
Used to Promote Cables 


A direct mail folder containing a 
sample of a product is being sent to 
all Anaconda Copper Mining Co. 
distributors. The folder, accom- 
panied by a 6” length of Durall-T, 
a thermoplastic insulated cable, is 
being used to attract attention to 
Durall-T’s variety of uses in homes, 
farms, industrial plants. 

The cover of the folder reads 
“Come on in and Meet the Champ.” 
Inside is fastened the piece of cable. 
The rest of the folder outlines Dur- 
all-T’s characteristics and lists some 
of its applications. The back page 
has space for the jobber’s imprint 
and lists available sizes and shipping 
weights. 44 


Offer A.F.A. Pamphlet 


The Advertising Federation of 
America (New York) has prepared 
a pamphlet describing its purposes 
and services. The leaflet lists the 16 
affiliated national groups and the or- 
ganization’s five main objectives. The 
group’s services to industry and its 
campaigns for higher advertising 
standards are also listed. Copies of 
the pamphlet are available from 
A.F.A., 330 West 42nd St., New York 
36. 44 


FALPACO again solves 


a calendar problem 


Lewis Roberts, Inc., needed a stock that not only guaranteed 
the finest reproduction qualities but also had to be scored and 
folded for spiral binding in a way that would reduce the 
mailing size. 

Falulah Paper Company solved this problem by creating a 
special coated folding stock that satisfied the requirements and 
retained the printing qualities for which Falpaco is famous. 

This outstanding calendar for which Lewis Roberts, Inc., 
commissioned a special painting, was produced by offset 
lithography in 8 colors by American Colortype Co., Inc. on 
4 ply, coated two sides, folding display board.* It measures 
1634, inches x 2734 inches open and folds at the spiral binding 
for mailing. 


*Special making orders only. 


Distributed by Authorized Paper Merchants from Coast-to-Coast 


FALULAH 


PAPER 
COMPANY 


New York Office—500 Fifth Ave., N.Y. 36* Mills: Fitchburg, Mass. 
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RADIO & TV PRODUCTION 


The Emil Mogul Co. has 

found that tv production costs 
can be slashed when admen 
don’t depend upon somebody 
else to handle every job. 

















By Nat B. Eisenberg 
Director of Radio & TV Production 
Emil Mogul Co. 

New York 


The selling power of television, as 
our agency and our clients have dis- 
covered, is far too valuable to allow 
high production costs to put tv be- 
yond the budget of the medium-size 
advertiser. At Mogul, we feel there 
is no compelling reason for produc- 
tion costs to be as high as they are. 
A mock setup of a modern kitchen 
for a tv commercial, to take one ex- 
ample, should not cost as much as it 
would to install a new kitchen in 
your home. Yet it just about does. 

Basically, the reason for high pro- 
duction charges is that the time of 
station and network staging special- 
ists costs dearly. Rehearsal time, stu- 
dio time and camera time run up 
the tab alarmingly. 

The secret of keeping such costs 
down, if there is any secret, lies in 





doing it yourself. And the trick is, 
do it well. 


> With proper training agency per- 
sonnel can perform a great many 
functions normally left to station 
production crews and outside spe- 
cialists. Mogul people not only per- 
form as many of these functions as 
possible, but we perform them on our 
own premises. The result: substan- 
tial economies. 

Bypassing costly station facilities 
and time, far from annoying the sta- 
tion, is actually appreciated because 
its rehearsal and production schedule 
is already congested to the point of 
indigestion. 

The do-it-yourself formula applies, 
as we at Mogul have found, to just 
about every form of tv production, 
be it live or filmed program, slide 
film or telop commercial or cut-in or 
spot commercial. 


> Such Mogul packages as “Time for 
Adventure” and “The Magic Clown” 


TV Production 


-.- do it yourself ...and save! 





—two highly-rated children’s shows 
—benefit from a number of cost- 
saving devices. Mogul employes, for 
instance, prepare and supervise the 
commercial portions of these shows, 
and also supervise and direct the en- 
tire productions. 

Both shows undergo dry-runs in 
the agency’s own rehearsal 
Scripts are blocked out for the cam- 
era so there is no need for eating up 
costly studio time. Commercials are 
rehearsed with props in the dry- 
runs. Whenever possible, station 
technical directors are on hand. In- 
cidentally, we are devotees of the 
theory that “familiarity breeds con- 
tent.” So we try to insure that sta- 
tions provide basically the same 
camera and stage personnel, as well 
as the same technical director, week 
after week. Their familiarity with 
formats makes for fewer headaches 
on the part of the producer-director. 


room. 


The principle works still another 
way. In the case of “Magic Clown” 
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and “Time for Adventure,” we see to 
it that both programs come out of 
the same studio on the same day. A 
tighter rehearsal schedule results, 
to say nothing of the advantage of 
having the self-same agency people 
on hand for both. 


> Commercial integration on “Magic 
Clown” and “Time for Adventure” 
is made easier by using masters of 
ceremonies to deliver the commer- 
cials. In addition, the basic sets on 
each of the shows are the same. And 
the client saves money by using 
stock station scenery instead of buy- 
ing new sets. Then the frequent use 
of rear projection for commercials 
results in chopping down client costs, 
as compared with building commer- 
cial sets. 

On “I Led Three Lives,” a Ronzani 
macaroni presentation on WNBT, we 
save money by preparing the food 
dishes used in commercials ourselves. 
This takes place on the practical 
kitchen set during the camera run- 
through of the dramatic portion of 
the program. This way we eliminate 
the cost of outside preparation by a 
restaurant. 

We also find that the purchase of 
set-dressings over a 13-week period 
is always cheaper than weekly rental. 
At the end of 13 weeks, you can al- 
ways sell the stuff back to the orig- 
inal supplier, less depreciation. 

On other shows, by integrating 
dramatic with commercial sets (the 
same kitchen, say, for story and com- 
mercials) we have saved more mon- 
ey. Agency people always choose 
program sets with integrated com- 
mercials in mind, looking to save the 
client the added expense of special 
commercial props. 


> When it comes to the production 
of live tv commercials on major tv 
programs for national accounts, the 
agency prefers to use its own com- 
mercial studio. In this way agency 
people can give the client’s product 
the full three-camera treatment, with 
a minimum of rehearsal time. On 
lower budget local commercials, ex- 
cellent results are also achieved with 
a one-camera studio setup. By using 
a Zoomar lens and telop facilities, 
this arrangement produces what we 
believe are top-notch high-sell com- 
mercials. 

Another thing—we have found that 
the use of “live” commercial props 
can dress up a commercial at far less 
cost to the client than the use of ex- 
pensive artwork. A live limbo shot of 
a bottle of wine and a bunch of 
grapes, for example, is less costly— 
and far more effective—than a shot 
of a piece of finished art. Our com- 
mercials for Bonomo Turkish taffy 
(“The Magic Clown”) make use of 
real ice cream, strawberries and 
chocolate pudding rather than pho- 
tographed art. 

The client can be saved an addi- 
tional fee if the agency will use its 
own director for commercials. What’s 
more, this arrangement results in 
providing a man who is on top of the 
script from its inception to delivery 
before the cameras. A station di- 
rector, on the other hand, harassed 
as he is with a heavy schedule, can- 
not give as much advance time to 
script preparation and other matters. 
And in any event, he usually does 
nothing more than execute the agen- 
cy supervisor’s requests. 


> Money-saving techniques con- 
nected with the production of film 


The Author... 
... Nat B. Eisenberg 


commercials for tv might be illus- 
trated with the case of Rayco auto 
seat covers. A series of new films for 
Rayco is made periodically. These 
are open-end 50-second spots, which 
go to local markets where Rayco 
stores use agency-provided slides or 
telops with their names and address- 
es and thus round out full 60-second 
spots. When Rayco runs special sales, 
the series is used with new sound- 
tracks substituted. The same films 
are also used with opticals—at a 
minimum charge with new openings 
—stock footage shots—and rear- 
ranged body scenes. 

Finally, a careful inventory of old 
negatives, fine grains, tapes and other 
items can save the client additional 
money in the re-use of film sequences 
from one film series to another. 44 


High Fidelity Booklet 
Published By Admiral 


Admen aware of the growing use 
of high fidelity equipment for sales 
promotion and display advertising, 
will be interested in a new 12- 
page illustrated booklet published by 
Admiral Corp., “What You Should 
Know About High Fidelity.” The 
booklet was designed both for high 
fidelity fans and for anyone inter- 
ested in the science of sound re- 
production. 

W. C. Johnson, vice president of 
Admiral, credits the nation-wide 
popularity of television with helping 
to stimulate interest in high fi- 
delity reproduction. He said that the 
25,000,000 tv receivers now in serv- 
ice use frequency modulation in 
their sound transmission and have 
educated the viewers’ ears to a more 
meticulous appreciation of sound. 


Control Room Line-up . . . When ‘Time for Adventure,” high-rated children’s show, is 
before the cameras, directing operations in the control room are: (left to right) Herb Reidel, 
network technical director, and three Mogul people—Nat Eisenberg, radio and tv production 
head; Marvin Schlaffer, commercial director, and Joan Ewigm, production assistant. 


A copy of the booklet may be re- 
ceived for 10¢ from the company’s 
ad department, 3800 Cortland St., 
Chicago 47. 44 
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Closed Circuit TV Set-up 
Used as Promotion Stunt 


Almost anyone is interested in 
seeing how he would look on tv. On 
that assumption, WTOP-TV Wash- 
ington recently decided there might 
be unusual promotion value in a 
closed circuit tv set-up which would 
enable thousands of individuals to 
see themselves on the screen. 

WTOP isn’t claiming that the idea 
was original—Cody Pfanstiehl, di- 
rector of press information and audi- 
ence promotion, recalls a_ similar 
stunt at the Chicago World’s Fair of 
1933—but the execution developed 
by the station certainly contained 
new and worth while gimmicks. 

The test location was the huge 
National Guard Armory in Wash- 
ington, where the Washington-Balti- 
more Camera Show was under way. 
Under a plan worked out in coopera- 
tion with Electronic Wholesalers 
(Washington), WTOP set up the 
new RCA TV Eye industrial camera 
and two receivers at a location where 
the bulk of the show’s visitors were 
sure to pass. 


> The station squeezed extra-pro- 
motion out of the set-up by placing 
life-sized cutouts of its leading 
program personalities within camera 
range. Visitors, walking past the 
camera, would look up and see 
themselves in the tv screen, seem- 
ingly in the company of a WTOP 
personality. 

Actually the closed circuit tv sys- 
tem offers almost unlimited promo- 
tion possibilities, Mr. Pfanstiehl says. 


How Do We Look? ... Visitors to WTOP-TV get 


For example, WTOP could have car- 
ried its plan one step further and 
provided each visitor with a snap- 
shot of himself on a tv tube. At the 
Camera Show, the Poloroid people 
offered to take the snaps for 25¢ each, 
but WTOP finally vetoed the idea. 
The station wasn’t prepared to pick 
up the tab, and didn’t want its visi- 
tors solicited. 


> The real value of the plan can be 
enhanced by showmanship, WTOP 
found. Because of its compactness 
the RCA TV Eye can be hidden. 
Visitors walk directly toward the 
camera without seeing it. On the 
screen they see themselves face-on. 

Joe Forte of Electronic Whole- 
salers, who joined in setting up the 
project, reported that the circuit it- 
self is almost automatic once it is 
arranged. Besides the camera, all 
that is required is the sync generator 
and the receiver. “Anyone can oper- 
ate it once the equipment is in place,” 
he said. The TV Eye is available at 
$995 net, complete. 

Mr. Pfanstiehl figures there are 
lots of businesses other than tele- 
casters, who could use adaptations 
of the idea. “It could be a real traffic 
stopper in a store window,” he ob- 
serves. “Since it would take profile 
pictures of passers-by, people would 
quickly realize this is something 
more complex than a mirror.” 

There are lots of interesting ef- 
fects to be had from the tv camera. 
By placing it knee high, you can see 
yourself as children see you; or re- 
tailers can use it so that customers 
can see themselves trying on new 
clothes. 44 


a big kick out of seeing themselves on 


a tv screen. The Washington station also used cutout figures of its stars, and (right) Pick 
Temple and his dog (center) appeared in person. Left is the small RCA camera the station used. 


PRODUCTS FOR THE 
ADVERTISING ARTIST 


New! Rubber Base E-2Z FRISKET 


Given up on prepared frisket. products? 
Here’s one that_ really 
works! New E-Z Frisket is 
made with a rubber base 
adhesive that adheres to 
photographs or drawings 
and comes off clean. Use 
it on retouched areas 
without worry — leave it 
on for long periods with- 
out injuring your copy. It 
comes to you ready for 
use—the adhesive is al- 
ready on the back. Only 
genuine E-Z Frisket has 
the rubber base adhesive 
especially formulated for 
retouching.Still skeptical? 
— write for free sample. 


No. 133—24” x 5 yds. $4.00 roll 
No. 134—24” x 20 yds. 12.00 roll 


TOMKINS TELEPAD 


Leading agencies and 
studios use the Tom- 
kins Telepads to make 
neat, orderly, TV 
“storyboards.” Each 
pad contains fifty sheets 
of fine white visualizers 
paper. Each sheet is 
divided into 12 perfor- 
ated sections that have 
preprinted areas for 
video and audio conti- 
nuity. A real time saver! 


$3.50 each $38.50 Doz. 


FREE: “BROWN INK,” published 
monthly, keeps you up-to-date on 
the newest ideas for artists. 
Write on your letterhead. 


ARTHUR BROWN & BRO 


2 WEST 46th STREET NEW YORK 
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SHOWS & EXHIBITS 


The impressive techniques of 


General Motors, Ford and Chrysler have set 


Exhibit Policies of 
The Auto Industry's “Big Three” 


By Cecil Rogers 

To many people the automobile in- 
dustry is the symbol of progress. 
Many of its procedures have been 
widely adopted. So those who are 
concerned with exhibits may be in- 
terested in an appraisal of the show 
policies of the leaders of the indus- 
try—the Big Three—General Mo- 
tors, Chrysler and Ford. In view of 
their well known rivalry we can be 
sure that some top executive talent 
has guided their decisions. 

The differences in the corporate 
structure and historical background 
of these great corporations has, of 
course, conditioned their outlook. 
Each evaluates exhibits in a differ- 
ent manner. And in reviewing their 
policies we must remember that each 
of these combines has many divisions 
with authority to make their own 
decisions and chart their own poli- 
cies. Furthermore these divisions 
play a dual role by acting for them- 
selves and also for their dealers. 
Nevertheless we can trace a pattern 
in their display activities which indi- 
cates a general policy. 
> General 


Motors 


Corp. makes 
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greater use of shows and exhibits 
than either of its chief competitors 
and has done so for several decades. 
Few who visited the New York 
World’s Fair can forget the Moto- 
rama. This still remains the most 
spectacular exhibit ever staged by 
an automobile manufacturer. It 
would be just as good today. An- 
other great display achievement was 
the pre-war Parade of Progress. At 
the time this was launched in 1936, 
it was the first large mobile display. 
Its record was good enough for Gen- 
eral Motors to invest several mil- 
lion dollars in a second edition which 
took the road in April 1953 and will 
be traveling for five years. 


To introduce its new car models 
each year, General Motors stages a 
modern Motorama which is first pre- 
sented in New York at the Waldorf- 
Astoria and is then transported en 
masse to Miami, Dallas and the West 
Coast. Besides these, General Motors 
maintains an extensive exhibit in 
Chicago’s Museum of Science and 
Industry and a continuous exhibition 
in its headquarters building in De- 
troit. It also participates in shows 


a progressive pattern for othe: 


industries to study 


such as the Michigan State Fair and 
the Canadian National Exhibition. 

The divisions, of course, partici- 
pate separately in many shows all 
over the U. S. and Canada. While the 
divisions vary greatly in their dis- 
play activities none of them achieves 
the standard set by the corporation’s 
institutional activities. 


> The New York World’s Fair pro- 
vided an audience large enough to 
justify the spectacular Motorama. 
The credit for the concept of the 
Motorama belongs to Norman Bel 
Geddes, the city planner, who did 
more than anyone to mold the char- 
acter of the fair. The story goes that 
at a dinner one night Alfred P. Sloan 
showed him the plans that had been 
prepared for the General Motors ex- 
hibit. Mr. Bel Geddes was not im- 
pressed. He sketched an alternative 
treatment and was authorized to 
proceed with it. 

Despite its excellent design, the 
Motorama was a conventional insti- 
tutional exhibit. The Parade of 
Progress, however, blazed a trail in 
a new field. Instead of bringing peo- 
ple to an exhibit it took the exhibit 





to the people. In so doing it achieved 
solus attention and greatly increased 
impact. 

The present Parade of Progress 
was planned and executed under the 
direction of Paul Garrett, vice presi- 
dent in charge of public relations. 
The project was developed by a 
team, including W. E. Hamilton, 
Alan Orith, John Johnson and E. B. 
Blett. E. B. (Bart) Blett was the ex- 
ecutive in charge of production. 
General design was under the GM 
styling unit headed by Roy Keefer, 
which creates most of their institu- 
tional displays. The divisions were 
responsible for the design and exe- 
cution of their individual exhibits 
which were built into the special 
vehicles. Many of these were de- 
signed and built by H. B. Stubbs 
Displays. Others were built by ex- 
hibit builders in Chicago, Detroit, 
Cincinnati and New York. 


> The Parade of Progress is a mo- 
bile show comprising a number of 
exhibits built into vehicles which are 
designed to accommodate them. The 
sides of these vehicles open to pro- 
vide a convenient stage for the ex- 
hibits. Floodlights rise from their 
roofs. The Parade’s own generating 
plant provides 110-volt a.c. power. 

It is apparent that every detail of 
this vast operation has been planned. 
Besides these special exhibit ve- 
hicles, the Parade carries a modern 
version of the circus big top. Alumi- 
num frames support the great canvas 
so that no supporting posts inside are 
necessary. Lightweight seats provide 
accommodation for a large audience. 
A corps of more than 60 personable 
college graduates is carried to ex- 
plain the exhibits to the public. 
Items such as a vintage Oldsmobile 
and Chevrolet Corvette add a touch 
of spice. Among the exhibits is the 
famous Roadways diorama. This is 
my choice for the best animation 
ever built. Another noteworthy ex- 
hibit is that of the Detroit Diesel 
division. 

The field manager of the Parade 
is Bruce Ogilvy. The vehicles were 
built by GM Truck & Coach division 
under the direction of J. Johnson, 
who has been closely associated with 
the project throughout. 


> The Parade of Progress is an in- 
stitutional promotion. No effort is 
made to promote direct sales. Its 
purpose is to present General Motors 
to the public as a progressive, enter- 
prising and public-spirited organiza- 
tion. The vehicles themselves are 
modestly labeled and throughout the 
whole enterprise a commendable 
dignity has been maintained. Al- 
ready more than 1,700,000 people 
have visited the Parade of Progress 
on location. It will probably set an 


Chrysler's ‘New Worlds in Motion” 


April 
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all time record for attendance. And 
despite the high cost of pioneering 
it may well achieve an all time low 
rate per capita, which, after all, is 
the measure of its success. This audit 
of its attendance does not include the 
impact on millions who see the Pa- 
rade of Progress on the move. 
Throughout all GM promotions is 
a conscious striving for excellence 
which has done much to maintain 
the prestige of the corporation. It has 
also helped to raise the standard of 
exhibits throughout the country. 


> Chrysler Corp. has long been 
characterized by an emphasis on en- 
gineering. Most of the men who 
helped Walter P. Chrysler build up 
the corporation were engineers, and 
they molded the organization to 
their outlook. It is still predominant- 
ly controlled by engineers. Chrys- 
ler merchandising was sound, effi- 
cient and professionally conserva- 
tive. There is evidence now that the 
new leadership of L. (Tex) Colbert 
will place much greater importance 
on merchandising. It may challenge 
the traditional leadership of Gen- 
eral Motors. In A. vander Zee, 
Chrysler has one of the leading mer- 
chandising authorities in the indus- 
try. There is no doubt that the grow- 
ing appreciation of the value of ex- 
hibits as a medium by Chrysler man- 
agement will lead to results that will 
benefit both Chrysler and the in- 
dustry. 

This year, for instance, the annual 
press showing of new models was 
handled with a new touch of 
showmanship. Another evidence of 
Chrysler’s interest in displays is the 
expansion of its institutional display 
department under Dick Stedding. 


> The Chrysler traveling show, 
“New Worlds in Motion,” started 





3-D Peep Show .. 
viewers, set in colored balls, attract the at- 
tention of the younger set. Pictures show new 
Ford machines. 


. Peep show type 3-D 
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nearly two years ago. It originated 
in a decision by James Zeder, Chrys- 
ler engineering chief, to present in 
dramatic form the story of Chrysler 
progress. The idea was executed by 
Mr. Stedding and his assistant, Bob 
Smith, in 30 days. Everyone liked it. 
So the show was enlarged with some 
professional help from Gardner Dis- 
plays and was set up in the Chrysler 
building in New York. It was so suc- 
cessful there that it was decided to 
show it in other centers. 

The original exhibits were not de- 
signed for such use and so they have 
been gradually replaced by new 
units which could be packed for 
transportation and _ conveniently 
handled. For a time two shows were 
operated simultaneously, but these 
were replaced by the present unit. 

This whole show is transported 
by commercial carriers under con- 
tract. It is set up in space rented for 
the purpose and operated for about 
a week in each location. It is main- 





Traveling Show ... GMs “Parade of 
Progress’ travels in these specially designed 
buses. Sides of the vehicles open to reveal 
animated exhibits. 
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tained by a field staff of about 20. 
Additional help is recruited in each 
location. Its field operation was orig- 
inally handled by the Plymouth dis- 
play department, which, being the 
largest in the corporation, was used 
as the corporation’s work-horse. 
Now Bruce Smith has been detached 
from Plymouth to head a field team 
created exclusively for the purpose. 
More than 12,000,000 persons have 
seen this exhibit to date. 


> New Worlds in Motion portrays 
the engineering development of the 
features used in Chrysler products, 
principally the corporation’s cars. 
Most of the exhibits are animated 
and can be operated by the spec- 
tator. It effectively portrays the re- 
search behind the components and 
dramatically emphasizes their merits. 

The whole show is factual in char- 
acter and is handled with unusual 
restraint. It is a practical selling 
show for Chrysler products. It is 
concerned with the cars you can buy 
today, but the cars themselves are 
not pushed. Indeed, scrupulous care 





Audience Participation . 
of the exhibits—like this reaction time test— 
in Chrysler's “New World's in Motion’ re- 
cruit visitor participation. 


. . A number 


has been taken to present the facts 
in their true perspective. To this end 
even showmanship has been limited. 

Feature exhibits are changed from 
time to time. These always include 
one of Chrysler’s new experimental 
cars. And a perennial attraction is 
the famous Plymouth plastic chassis. 
This chassis was machined from col- 
ored Plexiglas in the Plymouth fac- 
tory. It is an exact replica of a stand- 
ard car with working parts. Fluo- 
rescent dyes have been used in the 
coloring of the Plexiglas. These ra- 
diate under ultraviolet light. 

New Worlds in Motion is doing a 
fine public relations job for Chrysler. 
It is an effective tribute to the 
Chrysler tradition of engineering. Its 
results should encourage greater use 
of this type of promotion. 


> During the lifetime of Henry 
Ford, merchandising was subordi- 
nated to the production of a competi- 
tive product. He was notoriously 
indifferent to public opinion. He re- 
garded cars as a piece of machinery 
and scorned decoration as artifice. 
He nevertheless was prone to im- 
pulsive gestures in the grand man- 
ner. Such an impulse was the great 
round hall he had erected at the 
Chicago World’s Fair. He had this 
dismantled, stone by stone, and re- 
built in front of the new executive 
offices of the Ford Motor Co. in 
Dearborn. 

Henry Ford II has proved himself 
to be a man of vision as well as as- 
tute judgment. Under his direction 
the assets of the Ford empire have 
almost tripled. It has set new stand- 
ards for aggressive merchandising. 
This new competitive spirit has 
transformed the whole organization. 
It has found expression in ever in- 











creasing use of displays. The new 
regime has not yet found a philoso- 
phy for this activity—but it will. It 
has the enterprise, and the initiative 
to do great things. 

To mark the company’s 50th an- 
niversary the Ford family decided 
to convert the Rotunda (Grandfa- 
ther’s old round Chicago Fair build- 
ing) into an industrial museum. 
Their inspiration was the Chicago 
Museum of Science and Industry. 
The project was administered by J. 
(Jack) Mullaly, manager of Ford’s 
special events department. Mr. Mul- 
laly proved the ideal man for the job. 
The contract for designing and su- 
pervising the whole project was given 
to the W. B. Ford Design Corp. Wal- 
ter Ford and his associates, Harley 
Melsian, Ed Trombly and Neils Dif- 
freint, prepared the drawings from 
which the work was executed by va- 
rious contractors. A bold decision 
was made to cover the immense cen- 
ter court with a Fuller geodetic dome. 

The design adopted was to build 
exhibits round the outer masonry 
wall. These include a model of a city 
of 2000 A.D. and other large and im- 
pressive exhibits. An inclined Mac- 
ton turntable adds a new slant to a 
traditional system of car display. The 
Rotunda is air conditioned and even 
includes a special theater which has 
just been adapted for Cinemascope 
projection. Appropriately the Rotun- 
da is now managed by Jack Mullaly. 


> Another impulsive gesture by 
Henry Ford was the construction of 
Greenfield Village. Here he housed 
his collection of early Americana and 
engineering bric-a-brac in a beauti- 
ful colonial setting. It adjoins what 
used to be the old Ford airport, 
which is now the company’s test 
track. Adjacent to it is the impressive 
new Engineering Center and the 
Dearborn Inn. As yet little use has 
been made of these properties. But 
in them the Ford Motor Co. has a 
valuable publicity asset. 

Ford has a small traveling show 
which is operated by the museum. It 
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‘‘We won't tell them it's only a sales 
meeting until we get inside!’’ 
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may emulate GM and Chrysler with 
a spectacular traveling show, but at 
present it is doing very well with the 
Rotunda. On some days attendance 
has exceeded 60,000, which is no 
mean feat for any museum. 44 





Multi-planes . . . This unusual display 
unit presents a variety of black & white 
opaque photos and Kodachrome transpar- 
encies showing visitors in the St. Louis plant 
of Anheuser-Bush Inc. the facilities of its 
Newark plant. The unit is an island which 
can be seen from all sides. Opaque photos 
are front-lighted; transparencies, back- 
lighted. Colors are red, gray and white, 
with wrought iron rods and some lettering 
in black. The 66” high unit was designed 
and constructed by the company. 


Mission Society Borrows 


Some Advertising Tricks 


A Roman Catholic society, the 
Maryknoll Fathers, has dipped into 
the adman’s bag of tricks to “sell” 
mission work. In their traveling ex- 
hibit, designed to interest young 
people in joining the society and to 
acquaint Americans with their mis- 
sion work, the fathers are using a 
huge map, a geographical quiz, live 
animals and other attention arousing 
devices. 

Ivel Corp. (New York) designed 
and built the exhibit for the fathers. 
It has been shown in Boston, New 
York and St. Louis auditoriums. 

Center of attention in the exhibit 
is a large map under which are ten 
questions—all calculated to arouse 
the curiosity of the viewer. For ex- 
ample: “Where is the place where 
Maryknollers work among a tribe 
known as the greatest cattle thieves 
in the world?” When the visitor 
presses the button over the question 
card, a lighted bulb on the map pro- 
vides the answer: Formosa. 


> In a 30-foot-wide enclosure in- 
cluded in the exhibit are four cages 
which house live animals brought 
from several of the 16 foreign coun- 
tries in which the fathers have mis- 
sions. The animals include two ba- 
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I Within the popular price range, 
' trade show exhibitors with 

Capex PREFAB exhibits continually 
: find their products the Best 

Dressed, their exhibits the 


KF inest in The Show 


... the natural result of the 
skill and long experience of 
Capex designers in the exhibit 
display profession 


Your company letterhead is the only 
cost for the 1954 Portfolio of designs 


CAPEX PREFAB EXHIBITS 
615 SOUTH BLVD., EVANSTON, ILL. 
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Send for Free Folder. 


IVEL CORPORATION 


'3 96-20 43 Ave., Corona 68, N.Y.C. © 


. for more details circle 531, page 125 


Free... Clyde Bedell’s 
NEW HANDBOOK 


“Looking At the Retail Ads,” a weekly 
feature in Advertising Age, is written by 
Clyde Bedell, former advertising manager 
of Marshall Field’s. His articles are typical 
of the IDEA-STIMULATORS that jam- 
pack the pages of AA every week. For a 
mere $3 you may have Mr. Bedell’s Hand- 
book FREE ... with a whole year—52 


issues—of The National Newspaper of 
Marketing. The coupon below guarantees 
your satisfaction. 





Advertising Age 
200 E. Illinois St. 
Chicago 11, Illinois 


| 
| 
| Please enter my l-year (52 issues) subscrip- 
| tion at your regular $3 price with a money- 
back guarantee of satisfaction, and send to 
| me free and postpaid Clyde Bedell’s helpful 
| handbook, PUTTING RETAIL SALES- 
| MANSHIP INTO NATIONAL ADVER- 
TISING. 

| 

| 

| 

| 

| 

| 
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boons from Africa; a coati mundi 
(small furred animal) from the 
Amazon jungle; three dozen birds 
from various Pacific islands, and 
two monkeys from India. 

A peep show is another attention- 
getter. Shown are pictures of the 
seminary at Maryknoll, N. Y., and a 
priest at work in Peru. Decorating 
the walls of the exhibit enclosure 
are hand-tinted photographs, mount- 
ed on wood, of natives of several 
Pacific islands, Asia, Africa and 
Latin America, of a father saying 
Mass, and another riding a bicycle 
with a young Japanese boy. 

Maryknoll’s Press and Publicity 
Director Father Albert J. Nevins 
said concerning the exhibit, “Our 
basic idea is to pull people in, to 
stop them so that we will have a 
chance to talk with them. We wanted 
to catch people’s attention, so we 
used the same techniques that a 
manufacturer does in selling a prod- 
uct.” 44 


Journal Scores Hit 
With Fibers Exhibit 


The Ladies Home Journal has 
scored a hit with its new show on the 
use of man-made fibers in home fur- 
nishings. Designed as part of its 
popular department store training 
program, the show is entitled, “Man- 
Made Magic in the Home.” It is the 
answer to consistent demands from 
manufacturers and stores for a fur- 
ther development of the Journal’s 
educational program on “test tube” 
fibers, a comprehensive, objective 
program developed as a service to 
department stores. 

“Man-Made Magic in the Home,” 
is a presentation of the outstanding 


MAN ~ MADE 


advantages and uses of the principal 
man-made fibers, alone and in 
blends, in the home furnishings and 
decoration fields. Its purpose is to 
clarify some of the confusion which 
exists at the point of sale concerning 
man-made fibers and their charac- 
terization and especially how to 
translate these special characteristics 
into sales. 

The fibers include acetate, Acrilon, 
Dacron, dynel, nylon, Orlon, Fiber- 
glas, rayon, saran, Vicara and vinyl 
plastics. 


> Designed as an hour-long pres- 
entation, the show unfolds the man- 
made fiber story with colorful slides 
and text on the advantage of each 
fiber individually, illustrating its use 
in finished products in the home. 
Strength, washability, absorbency 
and abrasion resistance are among 
the features considered. These char- 
acteristics are dramatized by dem- 
onstrations with actual fabrics. 

A handsome display unit, 8’ high 
and 24’ wide, exhibits finished prod- 
ucts which retail stores have in stock. 
The unit consists of three sections of 
three panels each. Individual panels 
are devoted to samples of man-made 
fibers and blends in carpets, bath 
accessories, vinyl floor coverings, 
upholstery fabrics, draperies, cur- 
tains, vinyl upholstery and blankets. 

The program has been prepared 
expressly for the information and 
training of home furnishings and 
fabric executives and sales people, 
but it is adaptable for consumer use 
and is of great interest to manufac- 
turers. The exhibit, which is built for 
maximum flexibility, lends itself ef- 
fectively to floor display, around 
which colorful store promotions can 
be built. 44 


MAGIC 


Ane 














PREMIUMS, PRIZES & SPECIALTIES 





FAMOUS 
GALLAGHER 


Ts 


An actual dog training 
whistle and a real fishing 
plug were two of the gadg- 
ets used by Gallagher & 
Burton in displays and as 
““door-openers”’ to run up 
sales on its brand of whis- 
ky. 


Advertising Specialties 


Spark Sales tor Gallagher & Burton 


By Peg Miller 
AR Associate Editor 


Never walk into a retailer’s emp- 
ty-handed. This is an axiom at Gal- 
lagher & Burton Inc. (Baltimore). 
Throughout the year, the company 
arms its salesmen with an array of 
assorted gadgets and gimmicks, 
hand-picked to appeal to men in the 
liquor business. 

A list of the novelties includes 
pretty unlikely items—like dog 
training whistles and fishing plugs. 
The company uses the unusual gadg- 
ets to promote its brand of whisky 
in a number of different ways, in- 
cluding: 

e Trade convention giveaways. 
e Tie-in gimmicks with window dis- 
plays. 


e Tie-ins with over-all summer or 
winter campaigns. 
@ Door-openers for salesmen. 

Most of Gallagher & Burton’s gad- 
gets have been what are called “trade 
items’— they were designed for the 
company salesmen to present people 
in the liquor business, such as liquor 
store owners, bartenders, waiters, 
etc. The majority of the novelties 
have been furnished free to the 
salesmen. 


>Gallagher & Burton sagely con- 
cluded that its gadgets would have 
more impact when used as part of 
an over-all campaign. One of the 
most successful of these items was 
a simple and inexpensive plastic 
bottle stopper. The stopper was in- 
tended to cap and keep lively quart 
bottles of sparkling water and ginger 


ale used in bar “wells.” This item 
was tied-in with a national cam- 
paign for a summer collins drink, 
the “Gallagher Cooler,’ which used 
the company’s whisky and _ spar- 
kling water. 


A sample of the brightly colored 
plastic stopper was sent to all 
salesmen with a letter from Ad- 
vertising Manager A. C. Ebbesen. 
The letter introduced the stopper 
and explained to the salesmen how 
to use it most effectively. The letter 
also called attention to a special 
gimmick of the stopper—that when 
it was not in use, it slipped over the 
neck of the bottle and was not easily 
misplaced. The stopper had another 
advantage. Since it was made of a 
flexible, rubber-like plastic, it could 
be flicked on and off the bottle top 
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are appreciated by business men. 


with one hand— 
to bartenders. 

Gallagher & Burton told its sales- 
men that the stopper was a perfect 
“Fuller-Brush door opener” and that 
each salesman as he walked into bar 
outlets should slip one on each open 
soda bottle. 

Later the stopper was offered to 
consumers. It was stapled to a throw- 
away that featured a recipe for the 
Gallagher Cooler. The back of the 
leaflet showed how to use the stop- 
per and offered the consumer four 
additional stoppers for 10¢, sent di- 
rect to the company. The throwaways 
were distributed in bars and over 
liquor store counters. 


a distinct advantage 


> One of the most unusual gimmicks 
the company has used was also tied 
in with the Gallagher Cooler promo- 
tion. A summer vacation window 
display was designed that capitalized 
on the appeal that fishing has for 
most men. It suggested that a Gal- 
lagher Cooler was the only drink to 
accompany a fishing trip. 

Featured in the display was a full- 
color picture of a contented fisher- 
man with a king-size small mouth 
bass leaping on the end of his line. 
The realistically drawn bass, in full 
color, was projected out against a 
cool looking mountain background 
to create a three-dimensional effect. 
In the fish’s mouth was an actual 
Heddon “River Runt” plug. The plug 
was attached to the display with a 
length of real fish line. Flanking this 
centerpiece were two giant glasses 
of the Gallagher Cooler. 

The gimmick this time was the 
“River Runt” plug. Each Gallagher 
& Burton salesman was provided 
with a supply of blue plush, silk- 
lined jewel cases. These were used 
to encase the “River Runts.” When 
the salesman approached the retailer 
to book the fishing display, he 
chatted a bit with the retailer and 
then pulled out the fancy jewel case. 
The salesman mentioned that he had 
a little gift for the retailer. Then he 
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opened the case exposing the fishing 
plug to the surprised dealer. This 
was a natural lead-in to talking 
about the display that featured the 
plug. Retailers who accepted and 
used the display got to keep the plug 
when the promotion was over. 

Newspaper ads that ran during the 
fishing season used artwork similar 
to that in the window display. They 
featured the “River Runt” and the 
Gallagher Cooler. Another window 
display, one that showed famous 
fishing lures, also used the actual 
“River Runt” plug. This was an alter- 
nate display offered to dealers during 
the spring and summer months. 


>In the fall, Gallagher & Burton 
came up with another unique novelty 
that tied in with a window display. 
The display was built around a hunt- 
ing scene that was replete with real- 
istic drawings of a hunter with his 
gun and dogs. Hanging from the 
cardboard “hunter’s” neck was an 
actual dog training whistle. The 
whistle was shown to retailers as an 
“opener” to placing the display. After 
the promotion period was over, the 
retailer was given the whistle. 

One of the most elaborate of the 
company’s gadgets was a writing 
desk. The desk was offered to dealers 
as a part of a big campaign to pro- 
mote sales of whisky on anniver- 
saries, birthdays, etc. The slogan for 
the campaign was “Today is Some- 
one’s Anniversary” and the campaign 
was conducted through large-size 
newspaper ads, window displays, 
mailers, miniature billboard counter 
fronts and counter displays. 

The writing desk was intended to 
be a semi-permanent addition to the 
dealer’s store. The piece had a grain 
leather plastic finish, and sat on the 
counter. The main purpose of the 
writing desk was to attract attention 
to the anniversary promotion and to 
provide a free gift card service for 
the retailer’s customers. A receptacle 
at the base of the unit contained gift 
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Fish Wheel . . . With this Gallagher & 
Burton die-cut, cardboard ‘‘wheel,’ a fisher- 
man can dial for information about rigs, 
bait, habitat and other fish lore. 
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HANDY HINTS FOR THE 
FISHERMAN 
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copies of this calendar, send a 3¢ stamped, self addressed envelope to Ace Room 728C-1 New York (17) 


Best Fishing Days . 


Another gimmick that appealed to sportsmen was this fishing 


calendar that showed in almanac style the best days for fishing. The calendar also con- 
tained a list of handy hints for the fisherman—such as what to take along in a boat. The 
calendar was printed on a playing card size card and was used as a consumer giveaway. 


cards, sans advertising and printed 
on good quality stock. To make it 
convenient for customers to address 
the cards, a ballpoint fountain pen 
was attached to the display. 

Above the desk a swinging panel 
cross bar suggested “Use our FREE 
Gift Card Desk for Anniversary 
Gifts.” The swinging panel was de- 
signed so that during the Christmas 
season it could be switched for an 
alternate panel featuring a “Liquor 
for Gifts” slogan. The writing desk, 
because of its high cost, was dis- 
tributed only to large-volume liquor 
outlets. 


>One of the few strictly consumer 
gadgets used by Gallagher & Burton 
was an item that also capitalized on 
the widespread appeal of fishing— 
and it was a whopping success. This 
novelty, the Gallagher & Burton 
“Fish Wheel,” was a die-cut, card- 
board wheel that when turned, pro- 
vided the fisherman with sundry 
information on fish—such things as 
what kind of bait to use for differ- 
ent types of fish and what kind of 
tackle to use. 

The wheel was a self-liquidating 
item—the consumer was asked to 
send 25¢ direct to Gallagher & Bur- 
ton. The wheel also featured the 
company slogan, “Make it pleasant, 
make it certain, make it Gallagher 
& Burton.” Two types of wheels were 
offered—one on common fresh water 
fish and one for salt water. 

The mailing envelope for the wheel 
contained instructions on how to use 
the wheel and other tips to fisher- 
men, such as how to tie hooks onto 


lines. It also promoted another ex- 
tremely successful Gallagher & Bur- 
ton consumer novelty—the fishing 
calendar. 


>The calendar has been so popular 
that its distribution rose from an 
initial 10,000 seven years ago when 
it was first offered, to more than 
2,000,000 last year. It is printed on a 
playing card-size card. It shows in 
almanac style the best days and time 
of day for fishing for each day of the 
season, May through December. It 
also contained “Handy Hints to the 
Fisherman,” such as how to handle 
a rowboat or an outboard motor, tips 
on tackle and bait, and a new wrinkle 
on the company slogan, “Will you 
land that whopper this year? Maybe. 
But you'll enjoy Gallagher & Bur- 
ton’s that’s for certain!” 

The calendar was a giveaway item 
distributed by mail direct to the con- 
sumer and also through fishing sta- 
tions, tackle shops, sporting goods 
stores and through liquor outlets. 


> But the company has concentrated 
primarily on giving its gadget gifts 
to trade personnel—with appropriate 
pay-offs in orders for more boxes 
and cases of whisky. Frequently the 
gadgets that the company has dis- 
tributed have more than just nov- 
elty appeal—they also have been 
some practical device that the dealer 
considered a valuable addition to his 
bar or store. Items such as the bottle 
stopper, plastic pourers and an in- 
door thermometer have this double- 
barreled appeal. 

The thermometer was a 12” cir- 
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premium or promotion 
records give you 


real personal impact 


Selling automobiles or a breakfast 
cereal? Give your sales message 
personal contact — let RCA Victor 
help you reach the ears that bring 
results in an entirely new way with 
an RCA Victor promotion record. 
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RCA Victor premium recordings. 
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Smart Cereal Producers 
Use Balloons to... 


@ Increase sales as pack- 
age inserts. 


@ Advertise products as 
dealer giveaways. 
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vision programs 
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COUPONS ARE 
@ULT” susiness 


@ EUREKA designs and prints coupons 
for the country’s leading users 

@ EUREKA coupons have that 
‘valuable’ look — printed on ESPCO 
safety paper 

@ EUREKA coupons are protected 
against counterfeiting 

@ EUREKA can serial number your 
coupons for added safety 


Enlist this EUREKA know-how for a successful 
coupon promotion. 
Write for samples to: 


EUREKA 


SPECIALTY 
N PRINTING 


COMPANY 


567 Electric Street, Scranton 9, Pa. 
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cular wall type. Salesmen were told 

to pick out the best focal spot in the 

room and screw the thermometer to 
the wall. 

Other trade stimulators that the 
company has used include: 

@ Large clock for cash registers. 

e A leather combination key and 
change case. This item was de- 
signed especially as a giveaway at 
trade conventions, sales meetings, 
exhibits, etc. 

e A barometer. 

e Small cigaret lighters in a handy 
“lipstick” shape. 

@ Packages of razor blades. 

Other consumer items have been 
wooden lead pencils, small white 
memo books and a combination cork- 
screw-bottle opener. 44 


Memo Pad Aimed 
At Baby Market 


Minute Man Decalcomania Co., 
(Boston) has capitalized on the huge 
family market with a clever Baby 
Sitter’s Memo Pad, designed as a 
giveaway with the individual ad- 
vertiser’s name and message on the 
cover. 

The 4x542” memo pad is printed 
in appropriate baby blue and pink 
and opens from the top. Inside the 
baby blue cover is space for listing 
emergency telephone numbers, 
phone numbers of close relatives 
and friends, and a listing of other 
baby sitters used by the family. Each 
page of the pad, which consists of 
easily removable pink sheets, has 
space for special instructions, phone 
messages received, and where the 
parents can be reached. 

Minute Man Decalcomania Co. 
points out that the pad is particularly 
adapted to advertising by dairies, 
supermarkets, laundry and cleaning 
services, beauty shops, furniture 
stores and other outlets which offer 
goods and services to families with 
growing children. 

A sample Baby Sitter’s Memo Pad 
is available from the company. 


For your copy circle No. 409 on the 
Reader's Service Card inside back cover 


Mere Men Get Chance 
To Design Sock Styles 


A contest with “sock in it” was 
concluded recently by Esquire Socks 
(New York, N. Y.) when the com- 
pany named 35 winners in a contest 
for the best suggestions of new styl- 
ing ideas. Sock wardrobes were pre- 
sented as prizes. 

The contest was open only to 
employes of Esquire’s ad agency, 
Ross Roy Inc., with approximately 
400 employes in the agency’s offices 
in Los Angeles, Chicago, Detroit and 
New York. The 400 men and women, 
their wives, husbands and children, 


Contest Winners... Mrs. Carol Grosse 
(left) and Miss Carol A. Dehn, two of the 35 
winners in Esquire Socks’ contest for new 
styling ideas, show their winning designs 
to George Guglielmore, Esquire general 
manager. Between the girls is Vincent J. 
Vigliano, account executive for Ross Roy Inc., 
Esquire’s agency. 


submitted a total of 1,053 entries 
during the contest period of eight 
days. Most contestants entered more 
than one design. 

Esquire listed three values re- 
ceived from the contest. It gave the 
company a chance to see what a 
cross-section of the country’s popu- 
lation thinks about sock patterning, 
it gave the agency the opportunity 
to contribute in an indirect manner 
in the making as well as the market- 
ing of a product, and the experience 
gained in the contest should be of 
value if the company decides to ex- 
tend a similar contest to the general 
public in the future. 

“We feel these suggestions will 
give a creative approach and a 
more realistic idea of sock design 
preferences and trends around the 
country,” George Guglielmore, vice- 
president and general manager of 
Esquire, said. 44 


Portable Flood Lamp 


Offered as Premium 


A portable fluorescent flood light 
is the unusual and useful premium 
described and illustrated in a cir- 
cular issued by Monroe Greenthal 
Co. Inc. (New York). Called the 
Totelite, the flood lamp is versatile 
—operating on either its internal 
batteries or electric current. 

The fluorescent light reportedly 
illuminates a wide area at 180 
degrees. The Totelite weighs only 
834 pounds, is 11x8%4x4” in size, 
and will give approximately 45 hours 
service on its two standard 45 volt 
“B” batteries. The light is encased 
in steel with a transparent plastic 
handle. There is space for im- 
printing. 

A circular describing the Totelite 
also suggests a variety of uses for 
the premium and lists the price at 
$15 per unit to quantity purchasers. 


For our copy circle No. 410 on the 
Reader's Service Card inside back cover 





Motorists’ Toilet Kit 
Described in Circular 


A handy utility kit for car owners 
which snaps on auto sun visors is 
being offered as a premium item by 
Initial-It Inc. (Chicago). The com- 
pact “Utili-Kit” folds out of the way 
behind the sun visor when not in 
use. 

The kit has a simulated saddle 
tan leather case equipped with 
numerous compartments. Each kit 
contains a variety of articles com- 
monly used by motorists, including 
a 542x3” mirror; memo pad; record 
memo book; comb; nail file scissors; 
four Band-Aids and a pencil. There 
also is ample space for identification 
cards, licenses and other items 
drivers may wish to carry. 

Prices for the kit range from 
$3.50 each on orders of 12, to $2.75 
each on orders of 1,000 or more. The 
kits can be imprinted, gold stamped 
or trademarks applied. The com- 
pany provides imprinting and pack- 
ing services. 

A circular, describing and illus- 
trating the Utili-Kit, has been is- 
sued by the company. 


For your copy circle No. 411 on the 
Readers Service Card inside back 


Atomic Submarine Offered 
As Premium by Kellogg 


A working model of the atomic 
submarine “Nautilus” is being of- 
fered as a premium by the Kellogg 
Co. (Battle Creek, Mich.). The 
working model is plastic and is of- 
fered for 25c and the top of either 
a Kellogg’s Sugar Smacks or Kel- 
logg’s Sugar Corn Pops package. 

The model uses baking powder as 
the “atomic” fuel and will run for 
10 minutes under water without use 
of batteries. A “nuclear reactor” with 
automatic ballast discharger makes 
the model dive and surface. 

A reproduction of the U.S.S. Nau- 
tilus and an order blank appears on 
the back of all Kellogg’s Sugar 
Smacks and Sugar Corn Pops pack- 

44 


. . and the kiddies should really go 
for this BOOM... RUMBLE... ROAR!" 


Clock Radio Includes 
Fountain Pen Feature 


A low-cost radio that can be used 
as a desk set complete with twin 
fountain pens has been designed by 
Admiral Corp. (Chicago). The pens 
can be inserted by removing a dec- 
orative gold bar on the lower part 
of the cabinet. 

The five-tube set contains a built- 
in “ferroscope” antenna and auto- 
matic volume control and features 
clearly marked civil defense wave 
bands. A three-position sliding type 
switch permits the radio to be turned 
on or off without affecting the clock. 
The timepiece is a Telechron clock 
with large face, hands and numerals. 
The set is offered in three colors— 
ebony, ivory and marble-like green. 

The suggested list price is $39.95 
for the clock radio in any color, 
while optional Parker pens and 
holders are listed at $12.50. 44 


New Use for Paper Clips .. . Little 
metal ‘‘billboard’’ attached to ordinary 
paper clip results in Ad-Clip, new advertis- 
ing specialty devised by Green Duck Mfg 
Co. 


Green Duck Mfg. Co. 
Introduces Ad-Clips 


Green Duck Mfg. Co. (Chicago) has 
devised an advertising specialty de- 
signed to get by the receptionist and 
which has a natural pass-it-along 
value. 

The specialty is Ad-Clip—a stand- 
ard paper clip with a patented little 
metal “billboard” which carries ad- 
vertising messages, slogans or logo- 
types. Uses suggested for Ad-Clip by 
Green Duck include fund raising and 
political campaigns, direct mail, for 
announcing a_ special 
product reminder, to 
sales slogan, etc. 


week, as a 
publicize a 


Ad-Clips come in a wide number 
of color combinations. Full details 
and costs are available from the 
company. 


For your 
Read 


GET ACTION WITH 
THIS ATTRACTION! 


15c per set 
in give-away 
package 
17c per set 
in mailing 
carton 


Useful kitchen premiums have proved their 
sales-building appeal time and time again 
—and Campbell's 3 piece plastic set tops 
‘em all for real pulling power at low cost! 
Bright colors! Embossed capacities on 
Spoon handles! Kitchen Scoop is big 1% 
cup size! Six inch Scraper is solid plastic 
and pliable! 

Sets packaged for give-away or mailing. 
Free samples. Prompt action. Write today! 


W. E. CAMPBELL COMPANY 


Phone MElrose 2629 
Dept. 1, 32 N. Western Ave., Dayton 7, Ohio 
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INVISIBLE | 
INK 


POST CARDS are NEW 


Just DIP IN WATER and 
‘“‘Presto’’ your Message 
and Greeting Appears 
Instantly. 

When Card is Dry— 
The Message Disap- 
pears. When Dipped in 
Water Again the Mes- 
sage Re-Appears. 

Same Card can be 
Used Many Times— 
Passes thru Many Hands. 

Also HORSE RACE 
Charts with Invisible Ink 
Winners. 


Also MAGIC RACE 
Tissue. Start Race with 
lighted Cigarette for 
Winners. 

JOBBERS WANTED 


Get Free Samples 
and BIG Catalog 


M. E. MOSS AND CO. 


11 Irving St. 
HARTFORD 8, CONN. 
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The making of 
fine color engravings 
daily reminds us of the 
saying of Michelangelo: 
‘Trifles make perfection. .. 
and perfection 
is no trifle.’ 
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what 
admen 


should 


know 


about 


By Ford E. Witt 
Production Manager 
Tatham-Laird Inc. 
Chicago 


Our experience in producing four- 
color rotogravure supplement adver- 
tisements for some of our clients has 
opened our eyes a great deal as to 
what can and cannot be done in fast, 
high-speed gravure supplement 
printing. Knowledge is gained by 
practical application of anything 
we do. 

This article is not entirely to de- 
fend the producers of gravure sup- 
plements, because we all know there 
is room for improvement. This ar- 
ticle is aimed to show advertisers 
what to expect when they choose 
gravure supplements as a selling 
medium, and its mechanical repro- 
duction limitations. 

After checking through hundreds 
of Sunday supplement sections, we 
noticed that all advertisers were 
experiencing the same problems as 
our clients—mainly, lack of good 
consistent quality when using more 
than one Sunday newspaper. 


>I hope the following will help the 
advertiser to understand gravure 
printing problems better, so he will 
know what to expect from artwork, 
layout, etc., when using this medium. 
When an advertiser buys Sunday 
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One of the big problems for many admen is getting the best 





PHOTOENGRAVING & PLATEMAKING 


Rotogravure 
Supplement 


Reproduction 


possible reproduction in gravure-produced newspaper sup- 


plements. An agency production manager shares his experi- 


ence in preparing four-color ads for this medium. 


gravure supplements as his selling 
medium, he is buying volume cover- 
age first; second is reproduction 
quality because of the limitations of 
the printing process. 

More often than not, advertisers 
are disappointed in the final results 
of the printed roto supplement be- 
cause they know what the product 
actually looks like—they live close 
to it at all times. Most people in 
this group do not understand the 
mechanical limitations of the gra- 
vure process. 


> When an advertising campaign is 
planned with layouts, etc., everyone 
visualizes bright, clean, sparkling 
color all in register and literally 
popping off the page. Everyone in 
the planning meeting has his own 
conception of what he expects to 
see when the supplement is printed, 
and believe me, everyone has a dif- 
ferent mental conception of the final 
quality of the reproduction. 

At this point, layout, design, copy, 
etc., are thrashed out. By the time 
the meeting is over, each person has 
an idea of what is going to run— 
probably three or four revisions 
from what he actually saw. The ad- 
vertiser and agency are beginning 
to live with this particular advertise- 
ment. Any variation now will either 
be better or poorer than the con- 
ception each individual had in his 
mind. 


The next step is usually to pick 
the appropriate pictures to be used. 
Seldom are the pictures chosen 
which are exactly what the adver- 
tiser or artist agreed to 100%, so 
they start to doctor-up the pictures 
with retouching. The artist wants to 
make certain improvements and the 
advertiser wants to add his varia- 
tions to the picture. As a result, we 
have retouched copy which is not 
the natural colors of the original 
color transparency or art. (Certain 
dissatisfactions can, and many times 
do, begin to creep in at this point.) 
Everyone hopes that the advertise- 
ment will be improved with the next 
step—the plate making. 


>Frequently advertisers and 
agencymen will say, “This is it!” 
and “We want to see it printed this 
way—except that we want to fix 
this, change that, etc.” So actually, 
even though the production man has 
final copy to turn over to the en- 
graver, the art is not complete. It is 
still a conception of what the pro- 
duction man and the engraver think 
the advertiser wants. Actually, they 
do not know and cannot find out 
until a proof is submitted for agency 
and advertiser’s approval. 

There are many, many steps from 
original copy to first proof. Each step 
has its limitations, beginning at the 
camera and ending with the proofs, 
in mechanical and human element, 
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weather and materials. Therefore, 
when the advertiser and agency peo- 
ple see their proof they are either 
pleased, because the proof is better 
than their original expectations, or 
displeased, because the proof falls 
short of their expectations. If this is 
the case, then it is up to the produc- 
tion man and the engraver to explain 
why—and what a big why that is 
at times. 

At this point, people who have not 
seen the advertisement until now 
often say, “That is beautiful,” but the 
artist, agencyman, and advertiser do 
not think so, because they know 
what they saw before and what their 
individual conceptions were. They 
can see the shortcomings from the 
original art. 


>The production man and the en- 
graver now take corrections from all 
those concerned and try to bring the 
proofs up to their expectations. Cor- 
rections, too, are limited because we 
are now working on metal. Metal can 
only be worked so far by re-etching, 
burnishing, and tooling before it 
gives way and the plate is ruined 
completely. Often proofing plates 
have to be remade because of too 
many corrections. This is a tough 
spot because of the cost of making 
over a set of plates. Everyone feels 
and has reasons for believing, that 
he should not be penalized with this 
cost. The production man then be- 
comes an “ambassador of good will” 
to help smooth ruffled feelings. 

When the advertiser and agency 
give a final okay on the proof, they 
expect to see it that way in the final 
printing in the paper. This is not 
possible because at this stage the 
job is only partially finished. The 
proofs that the agency and the ad- 
vertiser see and okay serve only one 
purpose—namely, as a “color guide” 
for the gravure plants to follow in 
etching printing cylinders. No pub- 
lisher or printer can guarantee the 
ad will print like the proof for nu- 
merous reasons, a few of which I 
will outline. 

But first, let me prove a very sim- 
ple problem to you which the printer 
and platemaker have to contend with 
on each job. This I call the human 
element, of which there is plenty in 
every ad and printed page. I would 
like you to write your name two, 
three or four times, and compare 
your signatures. Even try to trace 
your signature exactly and you will 
still see they differ. This is human 
element. We cannot duplicate our 
own handwriting, so we cannot ex- 
pect men in the various plants who 
work with tools, acids, and opaque- 
ing inks to repeat their performances 
exactly and precisely time after time. 

Human element goes even deeper 
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than that in the printing job because, 
starting with the salesman picking 
up the job, there are at least a dozen 
or more people, all individual hu- 
mans, handling your ad and the 
material that goes into it. Each per- 
son, as instructions are given him 
or under existing light conditions, 
views the proofs and progs given 
him as a guide. He is visualizing in 
his own mind his problems in pro- 
ducing the ad with the equipment 
and material with which he will have 
to work, and his own conception as 
to how the final ad will look in his 
paper. The cameraman or etcher will 
see things in our proofs that he 
knows he cannot duplicate but can 
come close to. He is governed by that 
with which he has to work. The end 
results may or may not satisfy the 
advertiser. 


> Following are several points which 
the agency account man and adver- 
tiser should know and consider when 
judging rotogravure reproduction: 


1. The number of plants involved in 
printing a list of papers. For in- 
stance, we used a list of 29 papers 
and there were 13 different plants 
involved in the printing. The plants 
that are going to print a list of pa- 
pers which the advertiser bought in 
his media plan are provided a set 
of film positives on glass, either in 
Conventional screen or News-Dult- 
gen screen. Not the metal proofing 
plate which everyone had worked so 
hard to perfect. 


2. The positives are checked at each 
plant against the proofs and progs. 
Often the plant has to do additional 


LMRICH 
ADVERTISING 
MANAGER 


retouching to make this material us- 
able in its own plant for its specific 
operation and equipment; minimum 
and maximum tone values; type of 
paper; ink and presses used; the 
type of advertising; etc. 

We are sorry to say at this point 
that there is no standardization of 
etching, paper, ink or process used 
today to tighten down the quality 
control. However, there are efforts 
being made toward that end. 


3. After the positives are retouched 
and made ready for that plant’s par- 
ticular specifications, they are ex- 
posed to a sheet of carbon tissue. 
If the plant prints News-Dultgen, 
there are eight exposures—two for 
each color, which have to be per- 
fectly registered or as nearly perfect 
as possible. In this step the variables 
can be in the amount of exposure. 
There is more danger when a frac- 
tional page ad is run with other ads 
or editorial copy on the same page 
because each carbon tissue contains 
everything on two pages. The print- 
ing frames or cabs are made up to 
expose two pages at a time. The ex- 
posure time may benefit your ad and 
be disappointing to the rest of the 
pages or vice-versa. Running a four- 
color fractional page, the black or 
key color may be too heavy for the 
color ad but complement the balance 
of the page; or the key color may be 
just right for the color and too weak 
for the remainder of the pages. 

Naturally, this is all figured out 
as closely as possible in the begin- 
ning, but there is no way of know- 
ing at this point if all exposures are 
complementary to each item on the 
two pages. 


“*Mr. Rich would like to see you, Mr. Brown.’" 
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4. The carbon tissue is then laid into 
position on the printing cylinder in 
register, according to predetermined 
register bars. The cylinder is wet 
down with water, the carbon tissue 
is pressed onto the cylinder with 
water and pressure and squeegeed 
down like a decal. In this operation 
there supposedly is no chance of 
anything going wrong as far as the 
“laydown” is concerned. But in my 
opinion, there must be some risk, 
otherwise why would these men be 
skilled craftsmen? Also, I believe at 
this point the carbon tissue being 
wet and under pressure if not han- 
dled properly, can stretch or become 
distorted. A very slight distortion 
can greatly effect the register of a 
picture or color advertisement. 


5. The next step in this process, in 
my estimation, is dangerous. It is 
the removing of the paper backing 
from the carbon tissue after it has 
been laid down to the cylinder. 
Removing the paper backing from 
the carbon tissue, such as removing 
the backing on a decal, is done by 
rotating the cylinder under water 
and the backing peels away, leaving 
only the carbon on the cylinder. If 
the water pressure is too strong or 
if the paper peels off unevenly, it is 
apt to pull some of the carbon off 
which would allow the etching acid 


$2 ¢ ar « April 1954 


to eat into the cylinder and create 
hard color spots that would show 
up in the printing. Since gravure 
is just the opposite of letterpress, 
everything below the surface prints. 
Therefore, pits, holes, or scratches 
print up in solid color, where in let- 
terpress they would be white holes 
or streaks. 


6. Before the actual etching is be- 
gun, the cylinder has to go through 
a paint-up process. In this process 
all areas that are not going to print 
must be painted with an asphaltum 
paint so as to resist the acid—re- 
member, the areas that remain white 
on a printed sheet are on the surface 
of the cylinder; everything etched 
below the surface prints. 

The cylinder is painted up by hand 
(human element). Sometimes two 
men, or even three, may work paint- 
ing up a cylinder—at one time or 
separately. Now let’s assume they 
are painting up a set of four-color 
cylinders—four cylinders, one for 
each color. All four cylinders are 
painted up before etching, but can 
anyone guarantee, for example, that 
a food ad will be painted up on the 
four cylinders so that each color will 
stop exactly where it is supposed to, 
or that each piece of fruit or veg- 
etable will be outlined exactly on 
each of the four cylinders? This can- 


not be guaranteed. For example, if 
the outlining is not exact on each 
cylinder, the edges will print up 
showing a variation of color, which 
appears as though it is off register. 

This paint-up process must be re- 
peated with every correction that is 
made. 


7. The next step is very, very im- 
portant. This is the etching of the 
cylinder for printing. Assuming 
everything is perfect up to this point, 
this operation could make or break 
the job. Remember, there are four 
cylinders for each issue prepared in 
the manner just described. 

Depending on the number of pages 
to the supplement, each cylinder will 
carry 16, 24, or 32 pages, and some- 
times more. If the supplement should 
be 8 or 16 pages after printing, the 
plant would print two-up, giving you 
two complete issues per cylinder in- 
stead of one. This calls for extra 
safety, in order to get the same ad 
laid down on the same cylinder the 
second time, with the same amount 
of exposure, laydown, washoff, and 
etching. 

The etcher, in etching a set of 
four-color cylinders, may overetch 
one color more than the other three, 
or he may underetch. If he over- 
etches a cylinder or cylinders, they 
will print heavy and muddy. If he 
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underetches a cylinder or cylinders, 
they will print light and washed-out 
looking. 

The method of etching roto cyl- 
inders is practically 100% human 
element—remember my little ex- 
periment of human element? The 
cylinder is placed in a frame over 
the etching trough or tank. A wheel 
is placed at each end, or in some 
cases one end, of the cylinder axle. 
A man turns the cylinder while the 
etcher applies the various strengths 
of acid. The etcher is on his own, 
going by sight and feel as to the 
correct amount of etching which he 
thinks is necessary. Now remember, 
this is done on all four cylinders, 
one for each color in each of the 
13 plants. When the etcher feels he 
has gone far enough, the asphalt 
paint is washed off and the cylinder 
is proofed and marked up for areas 
that need more etching, or some- 
times for stoning down areas that 
have been etched too much. The cyl- 
inder is repainted again and returned 
to the etcher. This process is re- 
peated as often as time will allow 
to try to match the advertiser’s 
proofs and progs. 


8. You, as an advertiser, might be 
thinking they did not go back enough 
times to bring your ad up to where 
you wanted it. Well, sir, here is 
where roto is at a disadvantage. Let’s 
go back to where the plant retouches 
the positives they receive. If the re- 
toucher should over-retouch or un- 
der-retouch, he has no way of know- 
ing until the cylinder reaches this 
point. If the cameraman overexposes 
or underexposes slightly, it really 
does not show up until now. If the 
men laying the carbon tissue to the 
cylinders should move or distort the 
laydown, it does not show up until 
now. By now it is too late to start 
over, because in rotogravure print- 
ing you have to remake the whole 
printing cylinder—you cannot re- 
make one ad as you can in letter- 
press. 

Getting back to etching for a sec- 
ond, you will remember I said the 
etcher etches four cylinders, one for 
each color. In newspaper supplement 
printing the cylinders are ready for 
etching three days or so before press 
time; therefore, two, three, or four 
men may be required to etch and 
correct, and as many men would be 
needed to do the paint-up work. So 
just think of all the human element 
—the personalities, the eyes, the 
hands involved and try to get them 
all thinking alike, working alike and 
feeling alike. It’s impossible. 

In newspaper gravure there is not 
time to let the issue lie until a man 
feels like doing his best. He must 
work against time always, regardless 
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pay to save! 


@ With the high cost of ad preparation today, 
it’s natural to cut corners wherever you can. But 
there’s one step where it doesn’t pay to save pennies 
... and that is in the selection of mats. 

Why —when it costs hundreds of dollars in artwork, 
type and engravings for a newspaper ad—take a 
“chance” on the final appearance by using mediocre 
mats because they cost less? 


Ordinary mats mean average, or possibly even in- 
ferior reproduction. And an ad which lacks sparkle and 
life may lose some of its sales-ability. Yet, for only a 
few cents more BURGESS SUPREME TONE-TEX MATS as- 
sure you black and white newspaper reproduction that 
stands out sharp and clean in every detail. 

With the BURGESS SUPREME TONE-TEX MATS the 
stereotype has reached a new high in quality. Its 
smoother face, greater plasticity and more uniform 
shrinkage paves the way for finer reproduction... 
reproduction that will rival the original. 


In many leading commercial shops the BURGESS 
SUPREME TONE-TEX MAT is regarded by stereotypers as 
the finest mat available for advertising purposes. If 
you are interested in good reproduction of printed 
subjects it will pay you to use 
BURGESS SUPREME TONE-TEX MATS. 


BURGESS CELLULOSE COMPANY 
Manufacturers and Distributors 
Freeport, Illinois 


of Supreme Tone-Tex Mats 


. for more details circle 543, page 125 


Signs and Identification 
Materials 

Audio and Visual Aids 

Direct Advertising 

Art and Photography 

Photoengraving and 
Platemaking 


ia 


Advertising 
Requirements 


April 1954 « 





A Laboratory ) 
te tied 2 S 





Line 
MULL | a 





. for more details circle 544, page 125 


ar « 83 


of how he feels, and it shows in the 
final results. 

The human element is the reason 
why in gravure you cannot get the 
same results if you repeat an ad in 
one issue after another, because each 
issue is a separate set of cylinders. 
They may be etched by the same 
man only he may work differently 
each time, depending on the situation. 

Too many people think of print 
production as a mechanical process 
in which all we do is press buttons. 
This has been misrepresented for 
many years. There is still a man be- 
hind a machine or camera to operate 
them. Print production is an art— 
like a fine painting. And an artist 
who paints a fine painting cannot 
paint exactly the same picture a sec- 
ond time. 


9. The next step has to do with 
printing—presses, paper, ink and 
humidity. Yes, the weather has a lot 
to do with printed results. Weather 
and humidity affect the printing, due 
to the fact that paper absorbs mois- 
ture, and on humid days this pre- 
vents the ink from trapping properly. 
The inks will spread too much, giv- 
ing a speckled effect to the final 
printed sheet, or if the weather is 
dry the paper will be dry and the 
inks will set faster, thus preventing 
the ink from spreading. A cleaner 
looking job would result. Sometimes 
the paper becomes brittle and breaks. 
When this happens, it means a com- 
plete stoppage of the press and the 
pressmen start all over. 

One of the most important things 
to remember when judging gravure 
printing is the speed at which the 
presses print. 


@ Sheet fed gravure, such as used 

for cartoons, labels, pictures for 
framing, etc., would run about 
5,000 sheets per hour; sometimes 
less, depending on the intricacies 
of the job. 
Magazine gravure printing runs 
between 10 to 13,000 per hour. 
Newspaper supplements run be- 
tween 20 and 23,000 per hour; 
therefore, you can see the differ- 
ence in the fidelity of all of the 
component parts of this printing 
process. 

Newspaper supplements are by far 
the poorest quality of rotogravure 
printing because of the preparation 
time, paper, inks and press speed. 
Advertisers must be made aware of 
this before they decide what kind of 
illustrations they are going to use. 
Pictures should have colors with 
body, so if they do vary, the results 
will not hinder the quality too much. 
The use of light-bodied colors or 
delicate shades will give poor results 
as a rule. 
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10. Some papers, such as the New 
York News and the Chicago Tribune, 
have their own gravure departments 
and print only their own supple- 
ments. Other papers have contracts 
with rotogravure printers, such as 
Standard Gravure (Louisville), 
which prints nine papers; Art 
(Cleveland), which prints five pa- 
pers on our list; Art Gravure (New 
York), Alco (Chicago), California 
Roto and Detroit Gravure, which 
print two papers each on our list, 
and others. 

We used a total of 29 papers for 
a recent release. Therefore, the ad 
was printed from 29 sets of original, 
individually etched four-color cyl- 
inders in 13 different plants. This, 
in itself, should point out why there 
is variation in final results. The pa- 
per stock, inks, etc. vary in almost 
all of the papers, which is another 
reason for variation. The availability 
of good skilled craftsmen in the var- 
ious parts of the country where these 
plants are located is another good 
reason for variation. Put these three 
reasons together and I am sure it 
will answer the greater part of the 
question of why there is variation 
in the final results. Then, add the 
equipment, conditions and human 
element involved in each of these 
13 plants and it will give us the rest 
of the answer. 

If all of the papers were printed 
in the same plant, from the same 
cylinders and with the same paper, 
inks, etc. then we could expect, and 
should receive, uniform results. 
Since they are not printed in one 
plant from the same cylinders, on 
the same paper, with the same inks, 
etc., we can only hope for good fac- 
similes of our ads. Likewise, the 
individual problems and handicaps 
of each plant would have to be con- 
sidered in what we would call good 
facsimile. 


> Once I was asked, “Could we get 
a fair job on four-color advertise- 
ments in gravure supplements?” My 
answer was, “That all depends on 


‘“Anyone know why we happened to 
order 30 originals and one electro on 
that hair tonic job?” 


what you would call fair.” It is hard 
enough to agree on a good job, let 
alone a “fair” job. 

I was pleased with most of the 
29 ads because I knew what to ex- 
pect from what I had seen and from 
what I had to work with. 

Competitors have wanted to get 
our results and we, on the other 
hand, were trying to get theirs. 
Why? Because we all live too close 
to our ads and problems, and we 
were seeing our competitors’ ads for 
the first time. I understand they 
were just as disappointed with their 
ads as we were with ours, but still 
each thought the other got the better 
of the deal. 


>In summary, please remember the 
following points in judging and pre- 
paring rotogravure supplement 
material: 


@ The advertiser is buying quantity 
first; quality second. 


Be satisfied with good facsimile 
instead of perfect match of colors 
(that cannot be guaranteed). 


Remember, advertiser and agency 
are comparing variation of repro- 
duction of many supplements, 
while the consumer or reader 
sees only one of the supplements. 


Remember, supplements are 
printed in three primary colors 
of ink and a key color—black or 
brown. 


Not all plants use the same color 
inks or inks made by the same 
manufacturer. 


Not all printers use the same 
paper stock. 


There is a difference in the crafts- 
men available at each plant loca- 
tion. 


Remember the speed at which 
supplements are printed. 


There are differences and varia- 
bles at each plant. 


The printing cylinder preparation 
time is short. 


Art, type and layout should be 
made to gravure specifications 
for fast printing. 


Use good contrasting photos for 
monotone. 


Use good full-bodied colors when 
running two, three or four-color 
ads. 


Composition should be as simple 
as possible without jeopardizing 
the effect the advertiser is trying 
to get. 44 





Eastman Announces New 
Neutral Contact Screens 


A major development in contact 
screens for photoengraving has been 
announced by Eastman Kodak Co. 
(Rochester, N. Y.). The new screens, 
known as Kodak Gray Ccntact 
Screens, are designed for the making 
of halftone separations directly from 
color transparencies, color prints 
and color drawings. 

The screens are intended for use 
in photolithography and for the pro- 
duction of color separations. They 
are available in a range of sizes 
from 8x10” to 22x23” and 150 line 
rulings only. 

Based on the same principles as 
Kodak’s line of Kodak Magenta Con- 
tact Screens, the new Gray Screens 
are made, however, with a neutral 
screen pattern instead of a magenta 
colored image. This permits the use 
of red, green, and blue filters to 
produce direct halftone separations. 


> The new screens probably will 
play an important role in low-cost 
process color printing, as well as in 
other printing processes. They are 
one of the key elements in the 
unusual low-cost offset color print- 
ing process described in AR’s report 
on the Rochester Photo Conference 
(Nov. AR, page 38). 

Contrast in the separations can be 
achieved by any of three means, or 
be a combination of them. These 
controls include: 

1. Flash control to lower the con- 
trast in the shadow end of the scale. 
2. Partial no-screen exposures to 
add highlight contrast. 

3. Still development to control high- 
light contrast. 

The new screens will be priced 
from $18.95 to $105.35 list. They will 
be available through all Kodak 
graphic arts dealers. 44 


New Stencil Negatives 
Introduced for Offset 


Any kind of typing, ruling or 
drawing that can be done on a mim- 
eograph stencil can also be done on 
the Colitho Stencil Negative recently 
introduced by Columbia Ribbon & 
Carbon Mfg. Co. (Glen Cove, N. Y.) 

The negatives, which provide a 
background through which the ultra 
violet light used to burn in an off- 
set plate will not penetrate, can be 
combined with paper or film nega- 
tives to produce bulletins, price lists, 
and other offset duplicated material, 
using film or paper negatives for 
illustrations and stencil negatives 
for typed matter. 

Colitho Stencil Negatives are 
available in 10x16” size with printed 
typing guide. 44 
























It may sound “corny” but we’ll 
say it anyway: This business 
operates on the premise that 
nothing is too good for our 
patrons. You owe it to yourself 
to judge the quality of our en- 
gravings. Color and black- 
and - white. 
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QUALITY-SERVICE 


in 


OUR PRODUCTS 


PLASTIC PRINTING PLATES @ STEREOTYPES—HIGH QUALITY 
RUBBER PRINTING PLATES @ MAGAZINE PUBLICATION PLATES 
PATTERN PLATES @ R. O. P. COLOR PLATES 
R. O. P. COLOR MATS @ _ PLASTIC AD-PLATES 
BAKED AD-MATS @ REGULAR DRY MATS 
DEALER CO-OPS & NEWSPAPER CAMPAIGNS 
COMPLETE NATIONWIDE MAILING & SHIPPING 


CSW PLASTIC TYPES, INCORPORATED 
108 Silas Deane Highway, Rocky Hill 


JAckson 9-2581 New York LE 2-5730 
149 East 40th Street, New York 16,N. Y. 
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AB Reaches Out... 


to more advertising agencies than any other publication. 
If you sell advertising services, equipment or supplies to 
or through agencies 


AR is All Right...ForYou 
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Bring your products to your prospects... 
WITH DRAMATIC IMPACT! 


with the first really perfected 3-D projector 


Compo Triad 


Stereo Projector 


For showing life-sized three dimension views of complete installations, heavy 
equipment or extensive lines at sales meetings, prospect’s offices, conventions, 
Ne training sessions...this new, truly practical stereo projector does a superb job! 
It shows three-dimension pictures in full color as big as life to one or one 
hundred people at the same time. No more need to take prospects out to the 
we job or the factory. No more expensive transporting of heavy products from 
city to city. No more selling from flat photographs or small 
— 7 . pictures. The Compco Triad Stereo Projector has been tested 
The Compco-Triad is as simple to operate as any ordinary 


and adopted by leading companies. Check into this—and see 
projector because it has all these exclusive features: _ how it fits into your selling plans. 


© Simplified “One Knob” Lens Control eTwo 500 W. Projection Lamps on TRIAD D IV., COMPCO CORPORATION 
@liluminated “Preview Panel” Separate _— 2253 W. St. Paul Ave., Chicago 47, Ill. 

© Perfectly Matched Projection Lenses e Handsome carrying case available 
e@DUAL PURPOSE. INSTANTLY AVAIL- 


ABLE FOR USE IN SHOWING 
© Lightweight—only 19 pounds CONVENTIONAL 2 x 2 SLIDES 


TRIAD DIV., Compco Corporation 


“ ‘. 2253 W. St. Paul Ave., Chicago 47, Ill. 
Convenient Rear-Knob Focusing 


Without obligation send me prices and details on how the Compco-Triad 
Stereo Projector stimulates selling. 


Nane.__. 
For complete information on how you can stimulate your 


selling with the Compco-Triad Stereo Projector . . . Mail 
Coupon Today! 


Firm Name 


Address 





poocee-------- 
Loteceemeonawanae 
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Siereo Presentations 


-.an effective sales tool ‘ 


By Haviland F. Reves 


Stereo slide presentations have 
been widely used with good dramatic 
impact for sales as well as training 
purposes by many firms. But stereo 
in itself is just another sales tool, 
which needs careful planning and 
use to fit it into the sales objective. 
The attractive novelty and realism 
of the presentation may even work 
counter to that purpose, distracting 
attention from the subject to the 
method. 

Stereo’s unique ability to bring out 
the qualities of depth and round- 
ness is impressive in both industrial 
and product applications—and the 
sales manager himself is only too 
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AUDIO & VISUAL AIDS 


The use of steteo slides as a selling tool is 
growing in popularity. The experience of those 
who have used thé medium provides some helpful 


tips in production of stereo presentations. 


likely to be intrigued by striking 
photography into thinking of isolated 
shots, rather than an integrated se- 
quence which will tell the story but 
keep the presentation subordinate to 
the total selling impression. Stereo, 
treated as just another very effec- 
tive visual aid, has been used suc- 
cessfully by industrial firms in vari- 
ous fields. 
Typical applications include: 

e Dayton Malleable Iron Co—a 
production sequence story showing 
how the firm makes castings in order 
to present the quality of the finished 
product. 

e Mueller Brass Co.—a “brag” film 
to present their plant facilities—this 
firm makes a complete line of brass 


products. 

e Port Huron Machine Products and 
Berg Industries Inc.—films designed 
to show products and applications— 
both firms manufacture tools, dies 
and intricate special design machin- 
ery. 


> Don Depew of Berg Industries, 
which produces its own stereo slides, 
has developed a technique of pro- 
ducing slide presentations that is 
much like the production of other 
visual aids, such as motion pictures 
or slide films. 

Mr. Depew’s production process 
usually starts with a picture list pre- 
pared by administrative and sales 
departments. He then studies this 
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PRESENTING _ 


DEMONSTRATION BOARD 


Delivering your message with extra punch 
is easy when you use the VISI-graph dem- 
onstration board, the newest thing in visual 
aids 

Here's all you do—simply cut your ‘‘Vel- 
vette’’ pressure-sensitive paper to size, peel 
off the backing and press on the backs of 
your diagrams, charts, messages, etc. Then 
when you give your talk, you just slap the 
diagram on the VISI-graph at the right 
moment and presto! it stays put just where 
you want it. You build up your chart and 
animate it as you talk. As simple as that! No 
tacks, no messy blackboard, no sticky goo, no 
Tuss! 

The ‘‘all-purpose’’ VISI-graph puts the im- 
pact in facts and figures, charts and graphs 
so that they become part of a clear and con- 
cise pattern. In presenting ad campaigns, re- 
porting market research findings, in selling 
your product or services, in putting ideas 
across in the classroom, in the office, in the 
plant or in the field, the portable VISI-graph 
demonstration board is your most effective 
tool for getting results. Write today for free 
brochure and special introductory offer. 


‘Pisi- MANUFACTURERS 
THE OHIO FLOCK-COTE CO. 


Flocked Products - Flock Finishing - Screen Flocking 
5713 EUCLID AVENUE — CLEVELAND 3, OHIO 
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Decal Jobbers 
Profit from AR 


Morris Rabin, Sales Manager, 
Minute Man Decalcomania Co., 
writes, 

“Small space ads have pulled 
phenomenally inquiries 
turned over to jobbers and 
substantial number of orders 
already written ... great many 
large size orders now in proc- 
ess of being closed.” 


AR gets Reader Action 
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and analyzes the reasons for each 
picture, which usually means careful 
questioning of sales executives or 
others concerned on the “why” be- 
hind the production. 


A questionnaire may be sent to 
salesmen in the field to get their re- 
action and to find the difficulties they 
encounter in presentation of stereo 
slides. All of this information is com- 
piled to form a story sequence or 
shooting script, which outlines the 
shots proposed by the producer. 


> The basic objective is a minimum 
number of scenes which will success- 
fully put across the story. Photog- 
raphy in a sales kit, Mr. Depew 
reasons, should not be presented 
just for its own sake .. . or to keep 
the customer entertained. The usual 
sequence runs from 25 to 48 slides, 
with the average about 35. Keeping 
the number down presents the possi- 
bility of additions and gives more 
flexibility. 

Typical of the story-telling ap- 
proach was the original thinking in 
preparing a stereo presentation of a 
large brass rod machine. It was de- 
cided that a close-up would be most 
effective. Study of the problem indi- 
cated the need of two shots—a gen- 
eral view of the machine in produc- 
tion and a view of the face showing 
the product being turned on. Im- 
pressive capacity and product quali- 
ty were both presented in this man- 
ner. 

At every step, in planning, pro- 
duction and final editing, close liaison 
must be maintained between the 
sales staff who will use the ultimate 
product and the producer. 


> Shooting in almost all cases is 
done most successfully on location, 
rather than in the studio. This re- 
quires coordination with the plant 
production department so that there 
is a minimum of interference with 
the normal flow of operations. Light- 
ing requirements are heavy—per- 
haps up to 100 amps may be required 
to give adequate lighting to a plant 
scene—and it is well to have the 
plant electrician, who knows the 
house circuits, work closely with 
the photographer. 

Each scene is studied in advance, 
and lighting carefully planned for 
maximum effect. A typical shooting 
crew will include six men—direc- 
tor, cameraman, two electricians and 
probably two helpers. One director 
follows each film through from ini- 
tial planning conferences to final 
editing, resulting in an integrated 
product. 

The shooting sequence may differ 
radically from the edited sequence, 
because of location and timing fac- 
tors. Advance planning makes it pos- 


sible to schedule the shooting to fit 
into working conditions at a plant 
or other location. 


>In producing its stereo slides, 
Berg uses standard equipment and 
supplies as far as possible, simplify- 
ing the problems encountered in 
ultimate use. A Stereo-Realist cam- 
era is used, with Kodachrome 35mm 
film. Presentations are made with 
the Stereo-Realist viewer, using the 
small kit, closing to a box size about 
6x9x2” and fitting readily into a 
salesman’s brief case. There are no 
important service problems in the 
presentation kit—the batteries may 
be purchased in any drug store, and 
additional viewers at any camera 
shop. 

The second indispensable tool to a 
good presentation is a “storyboard” 
book for the salesman’s use. This is 
in a typical 8x11” format, with each 
page protected by an acetate jacket. 
Color prints of each view shown in 
the slides are placed in the book in 
the same sequence. Descriptive cap- 
tions, pertinent statistics and a run- 
ning sales talk may be placed be- 
neath or alongside each print, giv- 
ing the salesman a complete acces- 
sory kit. Inexpensive 4x5” Printon 
prints are used. 

This storybook is used strictly as 
an auxiliary. If the customer lays 
down the viewer, or wants to refer 
momentarily to another slide, he can 
be shown the same picture in the 
book. This also serves as effective 
repetition—the same views seen so 
dramatically in the viewer are re- 
peated in color in the prints. The 
salesman can use the book as a 
guide to his own sales talk while the 
customer uses the viewer, and both 
can examine the same scene at the 
same time. The book further serves 
as a quick desk reference back to 
points already presented and is con- 
sidered an essential part of the total 
sales message. 


> The slides in each kit are edited 
so that they can be used in either 
full or selected groups. Suitable 
codings are used, both by number 
and by the color of the binding strip, 
according to the nature of the story 
they are designed to tell. A plant 
story normally will be shown in its 
entirety, while salesmen presenting 
stereo slides of products and appli- 
cations may select as few as seven 
to ten slides in the customer’s spe- 
cial field of interest. 

“Stereo is an aid, not a cure-all,” 
is the way Don Depew summarizes 
his experience. “Salesmen and even 
‘top brass’ are always in need of 
something special to help present a 
product.” 

The sales-producing psychology 
here is to reach the customer’s in- 

















terest by placing the viewer in his 
hand. Then he is actively partici- 
pating in the process of demonstra- 
tion, and virtually forced to exer- 
cise some degree of interest. With 
this added opening assistance, the 
salesman is in a position to build and 
channel that interest in line with 
what he has to present. 


> Projection of stereo slides offers 
another intriguing possibility. Berg 
has used this technique with care- 
fully selected slides and reports that 
it is especially effective for staff 
training purposes. 

Recent advances in _ projection 
equipment for stereo slides has in- 
creased their value for doing a sales 
job before large groups. Several 
firms have developed stereo slide 
projectors, but to eliminate the ne- 
cessity of wearing special viewing 
glasses, many firms still prefer to 
project single transparencies. Pro- 
jectors have been developed to pro- 
ject one of the two pictures in a 
stereo slide so that there is no need 
for a separate set of slides for regu- 
lar 2-D projection. 


> There are some limitations on 
stereo that need to be recognized. 
Small products present a field of spe- 
cial difficulty. Lighting and photo- 
graphic difficulties may be solved in 
this field—but stereo is, like human 
vision itself, essentially an illusion, 
and the result of this illusion is 
largely lost in closeups. 

Products which are essentially flat 
—such as printing— cannot be given 
much added effectiveness by stereo 
reproduction. This is in comparison 
with products or views where depth 
plays a significant part. 

Wide-angle views cannot be suit- 
ably shown in stereo at present— 
and the picture cannot be controlled 
as can black and white photography. 


> But that final limitation consti- 
tutes a good sales point for stereo 
technique, and one which can be 
stressed in its use. Black and white 
pictures can be subjected to proc- 
esses from normal photographic con- 
trols up to extensive art retouching, 
and great distortion of what the ini- 
tial lens sees is possible. This cannot 
be done in color stereo. Once the 
film has been exposed, very little 
latitude exists for manipulation. The 
original setup and the lighting and 
camera position must be carefully 
prepared, because they will deter- 
mine what comes out in the viewer. 

The ultimate customer can be as- 
sured that what he views is what 
actually existed in front of the cam- 
era—that an unsightly condition has 
not been retouched into the mechan- 
ical equivalent of cheesecake. 44 
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[-kotape 


professional-type reproduction of music and speech... 


if you appreciate the classic beauty of high styling 


and the lasting values of durable, 


construction and ABC-simple single- 
if you want the “‘easy-toting” co 
light weight... above all, i 
and high fidelity of tone 
then the new Ekotape, the 


with the matchless Golder 


rugged 
control operation... 
nvenience of astonishingly 


f only full richness 


can satisfy you 


rec yrder 


1 Tone, 


is your obvious choice. 


See and hear Ekotape, the connoisseur’s 


tape recorder, at your dealer’s. 


A rare thrill awaits you! 


WEBSTER W ELECTRIC 
RACINE |MAM) WISCONSIN 


“Where Quality is a Responsibility and Fair Dealing an Obligation” 
WEBSTER ELECTRIC COMPANY, RACINE. WISCONSIN © EST. 1909 


WRITE for ie. 
NEW booklet, \\ Ilocos) a) 
‘Forever Yours,’ +N] {i As 
WZ 






listing many 
profitable uses 
of Ekotape 
in business 
and industry 
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The Esso Sign P 


Today’s gasoline service stations 
are a far cry from those of early days 
when gas pumps were located inside 
blacksmith shops, and semi-obscure 
brands were sold to the undemand- 
ing motorist. Modern stations are ex- 
pertly planned structures designed 
with a strict eye for tidiness, fast 
and complete service. 

Long a pioneer in the field, Esso 
has kept its stations briskly paced to 
progress. Accent is on attractive ex- 
posure and accessibility of Esso 
products. All told, there are some 
25,000 Esso stations, extending from 
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Maine to Louisiana. Esso stations 
are owned and operated by inde- 
pendent business men in the various 
communities where they are located. 


They are connected by a complete 
uniformity of identification, which 
pivots around the well known Esso 
oval. Buildings conform to standard 
designs and carry out a clean-cut 
color scheme of red, white and blue 
that flags attention. Much high-oc- 
tane thinking has gone into this 
entire program. 


> Esso spends millions of dollars 


rogram 


each year in advertising and sales 
promotion to bring customers into 
dealers’ stations. The objective of this 
advertising is to make the motoring 
public Esso conscious. Through its 
various striking Esso signs, dealers 
can capitalize on all this promotion 
by boldly establishing their identity 
as merchandisers of Esso products. 
These emblems not only command 
the attention of motorists, but they 
add dignity to a station as well. 
Considerable psychological condi- 
tioning goes into the promotional 
planning, which leads a motorist up 





SIGNS & IDENTIFICATION MATERIALS 


No other field boasts as complete a program of dealer iden- 
tification as does the gasoline industry. A typical example is 
found in the materials used by Esso. 


to an Esso oval and prompts him to 
turn into the station. This consists of 
a sustained relay of messages . 
starting with Esso Headline News on 
both radio and television, advertise- 
ments in local papers, billboards, 
neighborly promotion pieces sent to 
customers, and a variety of giveaway 
souvenirs—the sum total of these add 
up to a plus-impression that influ- 
ences definite fuel preferences. 


> Locations for Esso signs are care- 
fully selected to insure the longest 
possible visibility. The strategy in 
these signs is to let an Esso-inclined 
motorist know far enough in advance 
that an Esso station is ahead, so that 
he can slow down and drive in with 
comfortable ease. Neons are usually 
positioned at the top front center 
of a station, while porcelain enamel 
and plastic ovals are placed at main 
entrances and exits. These signs are 
angled to give them the maximum 
exposure from all directions. 

The basic sign featured at Esso 
stations is a large red, white and blue 
oval with the single word—Esso— 
appearing in the center. This is made 
of porcelain enamel, measures 7’ 
across and is suspended from an iron 
pole at a height of 21’. Reflector arms 
on each side provide illumination 
for the Esso emblem which appears 
on both sides. Half-way down this 
pole is attached the Esso Credit Card 
sign, also made of porcelain enamel. 

One of the desirable features of 
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Through the Years .. . Service station 
styles have changed, and to keep pace Esso 
continually overhauls its sign program. 


porcelain enamel is that it can be 
easily cleaned and it retains its 
pristine appearance for a long time. 
This particular sign is supplied and 
installed without charge. It makes a 
direct, decisive point of sale sign and 
stands out because it is so completely 
uncluttered. The estimated life of 
this sign is ten years. 


> Esso neon and plastic signs are 
available to all Esso dealers on a 
service basis. They are manufac- 
tured, installed and maintained by 
Colonial Neon Co. Inc. (North Ber- 
gen, N. J.). Every 18 months a Colo- 
nial serviceman visits each sign for 
the purpose of cleaning and polishing 
it, repainting structural supports or 
poles, and to tighten all connections. 
There is a low monthly charge for 
this service and stations are protect- 
ed by round-the-clock aid in case of 
breakdowns. 

The new Esso plastic ovals com- 
bine great visibility with a very 
pleasing nighttime attractiveness. 
Cold cathode fluorescent tubes pro- 
vide the illumination, which is many 
times that of a flood-lighted sign. A 
great deal of time and study was 
involved in creating a quality and 
tone of plastic that would transmit 
the true values of the Esso colors. 
It was found that too much light had 
a tendency to turn the red into black 
and it took years of experimenting 
with the sign until this fault was 
overcome. Curved red plastic letters 
are added to the white plastic face 
of the oval. The plastic ovals also 
have a double face and are the same 
size as those made of 
enamel. 


porcelain 


STANDARDS 


> Various types of installations of 
Esso neon signs are made on roofs 
and on poles. Their ruby-red bril- 
liance gives stations bright identifi- 
cation and a warm atmosphere. The 
largest of the neons, which has a 7’ 
E and 5’ sso, is legible for over 1,500 
feet. All letters appear in double 
tubing. 

An all-inclusive word featured on 
the front of Esso stations is—SERVI- 
CENTER. This term is modern, appeal- 
ing and tells the motorist that his 
every need in the way of automotive 
service can be taken care of at that 
particular spot. 

A comprehensive poster campaign 
on important highways lends further 
selling support to Esso dealers. 
These posters greet the passing 
motorist with a friendly gesture, in- 
viting visits to Esso stations. The 
institutional type shows just the Esso 
oval with the slogan: “Happy Motor- 
ing Begins at This Sign.” The selling 
type features timely themes such as 
the current one suggesting a try of 
“Total Power” gasoline. 

The Esso oval is prominently fea- 
tured throughout Esso’s entire pro- 
motion program—helping to further 
implement the sign program. One of 
the most important uses is on the 
basic Esso dealer uniform. It consists 
of a coverall made of light blue hick- 
ory striped denim with dark blue 
cuffs and collar. The Esso oval in red 
appears over the breast pocket. A 
smartly shaped cap also features the 
oval. All this, plus a dapper blue bow 
tie, makes the man at the Esso pumps 
one of the neatest-dressed personali- 
ties in the service station business. 

44 
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Product Information . 


. . This wall in Admiral Corp.'s “sales intelligence’’ room holds 


charts giving sales information on television, radios, refrigerators and ranges. Directly 
below are charts showing cumulative sales goals for year to date and actual performance 
cumulatively by product. Pictured are Paul Dye, general sales manager, and W. C. Johnson, 


vice-president in charge of sales. 


Just the Facts, Mam 


Admiral Chartroom Provides Sales and 
Advertising Information in a Hurry 


Getting facts to build an ad pro- 
gram can be tough for some ad man- 
agers, but not at Admiral Corp. 
(Chicago), where graphic informa- 
tion is provided each week by means 
of a “sales intelligence” room. 

Lined with wall charts that show 
sales in relation to yearly goals and 
individual distributor performance 
along with the current sales and 
inventory status of each of the com- 
pany’s products, the “sales intelli- 
gence” room actually offers a graph- 
ic summary of Admiral’s weekly 
field reports. 

Does one Admiral product need a 
promotion push? Does this section 
of the country need a shot in the 
arm? How do sales reflect Admiral’s 
advertising program in such and 
such an area? Admiral’s advertising 
men can readily pinpoint their ac- 


Cardex File Charts . . . Each of these 
distributor performance charts consists of a 
Remington Rand Cardex file hung vertically, 
with the visible portion of each card having 
a colored line to represent the distributor's 
sales as a percentage of his market poten- 
tial. The concealed portion of each card has 
space for week-by-week sales, sales for year 
and performance index. 
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tivities with almost a glance at the 
numerous charts. 


> The field reports land in Ad- 
miral’s office on Monday morning. 
Before the day is ended, a staff 
working under Robert L. Anderson, 
manager of markets and research, 
has the information plotted on the 


appropriate charts. One series gives 
over-all sales information on four 
product lines—television, radio, re- 
frigerators and ranges. Another 
traces the week-by-week sales goal 
in black with actual sales in red. 
Still another shows the cumulative 
sales goal for the year to date and 
the actual cumulative performance. 

On an adjacent wall, charts show 
distributor sales as a percentage of 
the individual distributor’s market 
potential, a feature which provides 
for quick spotting of any distributor 
or area where performance is out of 
line with what is expected. 


> Thus the charts tie Admiral’s ad- 
vertising and sales force together in 
a program which makes it possible 
to visualize actual performance on a 
week-by-week basis. Beyond adver- 
tising and sales, the “sales intelli- 
gence” room serves a wider purpose. 
Purchasing men, production men, fi- 
nancial department heads, credit 
men and traffic men all find that reg- 
ular use of the “sales intelligence” 
room is a valuable aid to their par- 
ticular operations. 

The special chart forms were pre- 
pared for Admiral by Remington 
Rand Co., which planned the setup 
in cooperation with McKinsey & Co., 
management consultants. 44 


Folder Series Lists 
Complete Decal Line 


A series of folders and brochures 
describing its complete line of de- 
cals is being offered by Chicago De- 
calcomania Co. (Chicago). Stock 
decals, decal name plates, letters and 
numerals, and decal window signs 
are among the types of decals shown 
in the folders. 

One brochure shows examples of 
18 stock decals, in different shapes 
and sizes, available for imprinting. 
Prices on the stock decals range 
from $13.20 per 100 in quantities of 
a 100 to $2.20 per 100 in quantities 
of 1,000. The company offers ship- 
ment of stock decals within three 
days after receipt of orders. 

Examples of window sign decals, 
in a variety styles and sizes, are il- 
lustrated. Name plate decals for 
decorating company cars, buses, 
street cars, etc. and decal numerals 
and letters are also shown. 


For your copy circle No. 421 on the 
Reader's Service Card inside back cover 


Hernard Catalog Shows 
Molded Letter Styles 


Twenty-three different styles of 
molded letters for signs and displays 
are described and illustrated in a 
catalog of folders issued by Hernard 
Mfg. Co. The folders also show nu- 
merous examples of the company’s 
3-D Plak signs. 

The molded letters are available 
in three types: pin-back letters, 
sanded back letters and track letters. 
The letters range in size from 34” to 
6” in styles such as Futura, Gothic, 
Mercury, Lydian, Script, etc. Prices 
range from 10¢ per letter to 65¢ per 
letter. The catalog also lists back- 
grounds and tracks for holding the 
letters. 

The folder showing the 3-D Plak 
sign line illustrates trademark de- 
signs for GE and Bulova and molded 
letter signs for a variety of com- 
panies, including Benrus, Thom Mc- 
An, Trifari and National Distillers 
Products Corp. 


For your copy circle No. 422 on the 
Reader's Service Card inside back cover 


BURPO BREWERY 


. and plant a few morning glories 
around it for atmosphere.” 





than any other 
illuminated sign 


Behind this sales-stimulating Plastilux® sign stands 
Neon Products’ unexcelled facilities for design . .. market 
research ...mass production ...consistent product qual- 
ity ...complete records system... shipping. 


The 25 years’ experience which developed SIGNver- 
tising also established the financial stability to assure 


completion of any dealer identification program, no matter 
how large. 


Investigate your source of supply before investing. 
You can build any point-of-sale sign program around 
Plastilux® ... America’s largest selling illuminated sign. 


“$a 


! 
S1GNvertising 


(ea 2eres 


NEON PRODUCTS, INC. 


101 NEON AVENUE, LIMA, OHIO 


WRITE TODAY for a free subscription to 
SiGNews, the voice of SIGNvertising®. Or re- 
quest a SIGNvertising® engineer to assist you 


in planning your sign campaign, without any 
obligation. 
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KING OF BEERS 
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You design a good product—make it well 
price it right—set up distribution—run 
your ads—and then what? All this is sheer 
waste without dealer identification 
Be sure your sales program includes Art- 
kraft’s* effective point-of-purchase signs. 


PORCELAIN NEON 
DEALER SIGNS 


Built to assure lasting, trouble-free service 

Audited research proves them 999/1000 
perfect! 

Guaranteed for 10 years against fading, 
chipping, cracking, crazing or peeling by 
reason of the elements. 

Embossed by patented process right out of 
the steel background, Artkraft’s* exclusive 
Porcel-M-Bos’d letters are 75% more reada- 
ble from all angles 

Artkraft’s* patented Galv-Weld* frame 
construction prevents rust (the enemy of 
porcelain) and prevents vibration (the enemy 
of tube life) 


A rtkraft * 
THREE-DIMENSIONAL 
PLASTIC DEALER SIGNS 


Faithful reproduction of trademarks, let- 
ter styling and colors in any size or shape 


Arntkraft* 
PORCEL-M-BOS'D 


Neonized or Non-Illuminated 
STORE FRONT SIGNS 


Artkraft* mass production methods and un- 
equalled manufacturing facilities make pos- 
sible the world’s finest signs at moderate 
cost. Artkraft* will design for quantity buy- 
ers, without obligation, a distinctive sign 
and develop a sign program that works. 


Stop In and See Our Permanent Display At 
The Advertising Display Center, 58 Park 
Avenue, New York, N. Y. 


SEND TODAY FOR FREE BROCHURE 


SIGN COMPANY 


Division of Artkraft*®* Manufacturing Co. 
1169 E. KIBBY ST. LIMA, OHIO 


Please send new brochure on Artkraft* 
signs. 


Name 
Firm 
Street 


City & State 
*Trademark Reg. U.S. Pat. Off. 


Company Offers Faster 
Service on Nameplates 


By developing new spraying tech- 
niques, Nameplates Inc. (Brooklyn) 
can now offer to process any color 
etched nameplates, in runs from one 
to 100, in one day. 

The new spraying techniques re- 
portedly have cut down time wasted 
waiting for drying of paints and the 
removal of resist and paint from 
sheets. The spraying techniques are 
allied with a new type of enamel 
which allows speed in relieving the 
metal. “Electriglas” radiant heating 
panels have cut the baking time re- 
quired. 44 


Meyercord Expands Guide 
Booklet of Decal Signs 


Current applications of decal signs 
by many different advertisers, in- 
cluding examples of window, foun- 
tain, back bar and auto signs, are 
illustrated in a new, expanded edi- 
tion of “ADvisor,” published by Mey- 
ercord Co. (Chicago). The 20-page 
booklet features 12 full-color pages 
showing a wide variety of decals. 

The decal guide includes examples 
of the following types of decals: deal- 
er identification; association and fra- 
ternal; school and sport; export; 
travel; parking lot identification; 
window signs and valances; indoor 
signs of all varieties, and separate 
decal letters. Many different adver- 
tisers are represented with decals 
ranging from a dealer identification 
sign for Richelieu dietetic foods to 
a large decal reproduction of an oil 
painting of Florence Nightingale for 
Eli Lilly & Co. 


The “ADvisor” also reports infor- 





Decal Guide . . . Meyercord is offering 
this new expanded edition of its guide to 
decal signs, the “ADvisor’’, to interested 
admen. The booklet includes tips on plac- 
ing decals and 12 full-color pages illus- 
trating advertisers’ uses of decals. 


mation on how advertisers can tie-in 
brand names, trademarks, products 
reproductions and sales messages 
with point of sale decals. One section 
of the booklet covers how to get de- 
cal signs up, and lists three pointers: 
e Use trained salesmen crews to 
place decal signs. 

@ Book space in advance. 

e Use dealer incentive plans. 


For your copy circle No. 419 on the 
Reader's Service Card inside back cover 


Grace Catalog Shows 
Metal Roadside Signs 


Twenty-two examples of metal 
roadside, point of purchase and ex- 
terior bus and car signs are illus- 
trated and described in the new 
1954 sign catalog published by 
Grace Sign & Mfg. Co. (St. Louis). 

The examples are shown in full- 





“Yessir... I'm taking action on your memo right now!" 


. for more details circle 552, page 125 
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color, and range from a 19” circle | 


sign for GB beer to an 8x10’ reflec- 
torized sign for Oliver farm ma- 
chinery. Included are signs with 
wooden stands, steel frames, bracket 
and metal stand signs. The signs are 
available in a variety of styles— 
die-cut, double-face, embossed, etc. 
The catalog shows the different 
types available—many used _ by 
well known national advertisers 
such as Firestone, Texaco and 


Royal Crown Cola. 


For your copy circle No. 420 on the 
Reader's Service Card inside back cover 


Face Lifting . . . Night view of Coca 
Cola’s Chicago spectacular shows the sign’s 
recent ‘face lifting.” Contrary to the illusion 
in the picture, the Coca Cola sign shows 
up as bright as the Blatz sign below it 


Coca-Cola Sign Gets 
Jump Clock Addition 


New copy and the addition of a 
“jump clock” have enlivened Coca- 
Cola’s huge spectacular, located at 
Randolph and Michigan in Chicago. 
The additions include the clock— 
with numerals that “jump” with each 
minute to show the correct time— 
and the new word, “Pause.” 

The jump clock panel is 15x42’ and 
the numerals are 10 high. Special 
spot lamps are used for the numer- 
als, which are visible both by day- 
light and at night. Letters in the 
word “Pause” are 18’ and 10’ in 
size. Accenting the new copy, are 
six stars that periodically burst into 
light. Each star is centered with a 
flash “Speedotron” lamp. Over-all 
size of the display is 75x60’. It was 
manufactured by General Outdoor 
Advertising Co. (Chicago). 44 


leooaszy, Propuct Uds* 





and MtOW «cc 


lasso new sales! 


Be sure that your product is 
identified at point-of-sale! 


| Goodstix transparent product labels 


give clean, crisp, ready identification 
to appliances and over-the-counter 


merchandise. 


| A Goodstix band is die cut to fit a 


percolator; pressure sensitive adhes- 


| ive is self contained at one end. Lift 
| off the protective tape, wrap ‘round 
| the product, and presto — it holds 


| smoothly in place. 


A Goodstix label die cut in the shape 
of an iron identifies it, protects it 
from scratches, and gives full instruc- 
tions for use. Two self adhesive strips 
hold the descriptive story firmly 


in place. 


eis x Dean 
BACON TRAY CLIPS ON 
FRYING PAN = - 


e KEEPS FOOD HOT anata, it i 
© ENDS MESSY PAPER est e>—<o -- — 


A bacon tray is similarly identified 
and its uses quickly explained. . . at 


point-of-sale! 


So easy to apply . . . so simple to remove. No fuss, no muss, 
no mess. Its transparency shows the product fully and to 
best advantage. Now being used to round up brand recog- 


nition by top names in the appliance field. 


*SEE US AT THE P.0O.P.A.1. SHOW BOOTH 


GOODREN 


265 


#17 


PRODUCTS CORP. 


WILLIAM STREET, ENGLEWOOD, NEW JERSEY 


RNR aD OREN SUITE AOE AY et ORE REE IRE ENEMAS LURE TR Oe 
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GOA 


selling 
i 


If you want to put a new light on an “‘old 
subject’’—specify a General Outdoor sign 
or spectacular! This new illuminated 
beauty recently produced for the Atlanta 
Gas & Light Company is an example. 

GOA can do the same for you in com- 
mercial and identification signs as well as 
24-sheet posters, painted bulletins and 
spectaculars. 

Whether you need one sign or a thou- 
sand, the experience of the entire GOA 
organization is at your service. 

Call your nearby GOA branch office 
for full information, or write: 


General Outdoor Advertising Co. 
515 S. Loomis Street, Chicago 7, II. 
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THE OHIO ADVERTISING DISPLAY CO. 


CINCINNATI, OHIO 


Mr. Advertiser 
EVERYWHERE 
USA 


More than ever you will have to keep your 
brand name uppermost in the buying public's mind. 
More than ever, you will need most outstanding 


POINT OF SALE SIGNS & DISPLAYERS 


More than ever no advertising program will 
be complete without these most vital materials. 
Whether you buy from us or any other good point of 
sale sign concern, Point of Sale Signs and Display- 
ers for you and your dealers' success 


> EET < 


Ohio Advertising Display Company serves leading 
manufacturers of brand name products from coast to 
coast. Representatives in principal cities. 


Lis Loox To QADCO First FoR NEW POINT OF SALE IDEAS 
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VITRALUME SIGNS Typographer Acclaims AR 


in Lifetime Porcelain Enamel 
Advertise — Identify 
any Size ... Shape .. . Colors 


PORCELAIN ENAMEL FINISHERS 
3221 W. 30th St. * Chicago 23, Ill. 


“AR now our sole advertising me- 
dium ... had great response from 
every ad... thank you for excel- 
lent sales job .. .” writes Gordon 
L.. Monsen, Monsen-Chicago, Inc. 


AR Spells Advertising Results 
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Interchangeable . . . New chrome- 
plated easily interchangeable metal price 
markers and display letters are being man- 
ufactured by Combination Products Co. 
(New York). The silhouette letters and nu- 
merals fit into a slotted base and can be 
easily changed, or they can be cemented 
permanently to the base. Sizes range from 
V4” to 1” in height and prices range from 
seven to ten cents per letter. Bases range 
in price from 40 to 75¢ each. A variety of 
styles of lettering is available. The com- 
pany has issued an illustrated circular de- 
scribing the letters and showing other types 
of signs available from the company. 


For your copy circle No. 418 on the 
Reader's Service Card inside back cover 


Permacel Reinforces Its 
Self-Sticking Film Tape 


In a new development, Permacel 
Tape Corp. (New Brunswick, N.J.) 
has created a new acetate film tape. 
The new tape, known as Permacel 
Rayon Reinforced Acetate Film 
Tape, has been strengthened with 
rayon strands. These make it pos- 
sible, the company says, for the tape 
to withstand the whipping and shock 
commonly found in shipping such 
materials as moldings and rod and 
bar stocks. Additional advantages 
which Permacel attributes to its new 
clear cellulose acetate tape are a 
suppleness which prevents chafing 
through on corrugated packing ma- 
terials. 44 
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“Good sign you bought, boss . . . but it's 
attracting the wrong customers.” 

















STEPS TO 
BETTER DIRECT MAIL 


DIRECT ADVERTISING 





An expert poses 12 questions which every adman should 


ask himself if he is to get the most from his mailings. 


By Arthur H. Vasterling 
Advertising Manager 
Cupples-Hesse Corp. 

St. Louis 


Do you lack sincerity? This is one 
of the greatest faults in any advertis- 
ing. Do you say, “This offer good for 
only ten days,” then send out the 
same mailing several times using the 
same “ten-day” offer? The second 
time your man gets it, he'll probably 
snort; the third time he may mumble 
a few cuss words; from that time on 
you haven’t a chance of selling him. 
If you’re going to sell by mail you 
must be sincere, and you've got to 
convince the customer that you are. 
Don’t give him a pitch that both you 
and he know darned well isn’t true. 

If you’re an expert on direct mail 
advertising, you probably will find 
little that is new here. But if you’re 
just starting out in the field, or if you 
are an occasional user of the medium, 
unfamiliar with its many facets, you 
may find here a few helpful hints that 
can save you time and money and 
help you to increase the efficiency of 
your mailings through eliminating 
some common faults. 


Do you fail to use postal notice 
“Form 3547 Requested” on your mail- 
ing envelopes? You may have to 
spend a few bucks for postage on re- 
turns, but you'll save a lot more than 
that in mailing pieces that would be 
wasted otherwise. Moreover, if you 
buy your mailing lists, your supplier 
will probably reimburse you for all 
returns. It’s customary. 





Do you tie “strings” to your offer? 
We mean, more than any other thing, 
the abuse of the word “free”. The 
Federal Trade Commission is clamp- 
ing down on offenders, and when 
you say “FREE”—you’d better mean 
just that. If you’re not sure of your 
ground, obtain copies on the commis- 
sion’s rulings on typical cases. While 
the Better Business Bureau can give 
you advice on the matter, their rul- 
ings may not be so stringent as those 
of the FTC. Better be sure you’re in 
the clear. 


Do you forget “teaser” copy on 
your envelopes? There will be times 
when such copy may not be desirable, 
but most of the time you need some 
illustration or copy on the mailing 
envelope to invite the prospect inside, 
to make him open the envelope and 
read your message. Statistics have 
proved, time and again, that “teaser” 
copy helps to increase replies. 


Do you write copy to yourself? 
Sure, it’s nice to turn out a mailing 
you like, one that you may think is 
a “knockout’—but are you writing 
from the prospect’s viewpoint? Do 
you use color you like—or do you 
use the proper color to influence the 
reader? Do you use art and layout 
that appeals to you, or do you con- 
sider its impact on the potential 
customer? When you plan your 
mailings from the customer’s point 
of view, his approval will take the 
form of increased returns. 


Do you leave out the “link in the 
chain?” When you forget or neglect 


to include a reply envelope with your 
mailing, you’re breaking the chain of 
communication with your customer. 
Make it easy for the customer or 
prospect to take action. One of the 
best ways is with a postage-paid 
business reply or order blank enve- 
lope. 


Do you “hold back” information? 
When you sell by mail, you’ve got 
to “tell all”—give the reader all the 
information he needs to help him 
make up his mind to buy. What’s the 
horsepower of that motor? What col- 
or is terra cotta? Give him a color 
sample if you’re selling color! Most 
important, tell him what it’s going to 
cost. If the cost might seem high, 
justify it with facts. You’re going to 
have to tell him sometime, so—state 
the price. There are probably more 
people who don’t buy because they 
don’t know how much it’s going to 
cost than those who are scared off by 
a price. 


Do you fail to follow-up? A sales- 
man may make a dozen or more calls 
on the same man before he sells him 
In direct mail you’ve got to “make 
calls.” That doesn’t mean just send- 
ing out the same material over and 
over again. By the time the pros- 
pect sees your mailing envelope the 
second time, he’s pretty familiar with 
it. The third time, your piece may go 
into the wastebasket unopened. What 
to do? Change the pace—change the 
size of the envelope, the color, the 
copy; keep the reader from thinking 
“This is the same old stuff.” We don’t 
mean, either, that you should keep 
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quantity of your direct 
mail literature —100 
copies or more—into hard 
cover books that will doa 
permanent selling job for 
you—because NO HARD 
COVER BOOK IS EVER 
THROWN AWAY! Send 
for your free copy of ‘The 
Challenge to your Waste- 
paper Basket.” 


Call CA 6-3415 


PUBLISHERS 


BOOK BINDERY, INC. 
148 LAFAYETTE ST. NEW YORK 13, N.Y. 


Direct Mail Folders 
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because 
His Name is Printed 


on the front, your monthly 
Deskfinder blotter stays on 
your prospect’s desk. Start 
with as few as 100 names. 


Ask for samples and prices. 


THE DESKFINDER CO. 
P. O. BOX 337, COSTA MESA, CALIF. 
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BUSINESS CARD 
PROBLEMS? 


Take advantage of our streamlined 
purchasing plan, which simplifies 
ordering, eliminates errors. Cuts costs 
too. Send a sample of your present 
card, noting quantity used per year 
and we will send you, FREE, a hand- 
some, plastic card case. Write: 


r.oHHILLinc. 


Fine Letterheads and Business Cards 


270R Lafayette St., New York 12, N. Y. 
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MAKE ’EM LAUGH! 


Friendly prospects buy quicker. 
laugh with the 
monthly mailings. 
nomical—exclusive. Write for details on your 
business letterhead. 


Make yours 
‘*Let’'s Have Beiter Mottoes’’ 
Unusuval—effective—eco- 


FREDERICK E. GYMER 
2121 E. 9 St. Cleveland 15, Ohio 
SOCHOHOHHHHOHCHHOSOHSHHHSEEEES 
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on sending out mailings to an unpro- 
ductive list. Your best prospects are 
your present customers. Keep your 
list up to date, purchase or rent lists 
to supplement your own. 


Do you let the prospect “cool his 
heels”? One of the worst faults of 
many advertisers is failure to an- 
swer inquiries promptly. Strangely 
enough, the worst offenders seem to 
be those who ask the prospect to send 
in a small payment (perhaps ten cents 
or twenty-five cents) for a catalog 
or sample . . . and then make him 
wait for his reply. Once the prospect 
shows interest, follow up fast, and 
keep plugging until you get the order. 


Do you fail to keep up with postal 
regulations? A knowledge of postal 
regulations is essential to any direct 
mail advertiser. For instance, do you 
know that the increase in third class 
postal rates does not apply to chari- 
table, educational and religious or- 
ganizations, but that such organiza- 
tions must obtain a special permit 
under the new rulings? Do you know 
what form 3547 covers, its cost and 
advantages to you? 


Do you follow set rules? That’s not 
a mistake in itself. Maybe you're sat- 
isfied with your returns... you know 
as well as we do, the old saying, 
“never change a winning game.” But 
—is there something you can do to 
better those returns? Leading direct 
mailers know “The most constant 
thing about direct mail is its incon- 
sistency.” What works on Friday may 
not work on Tuesday ... and what 
pays off for one man may be a flop 
for the next. And that brings us to 
testing— 


Do you fail to test mailings? Maybe 
you'll say, “Testing is O.K. for the 
big fellows. I’m just a small mailer 
and it wouldn’t work for me.” 

Sure, the folks who send out mil- 
lions of pieces of mail every month 
test many factors and they test con- 
stantly. How “big” do you have to be 
to test your mailings? Not very big— 
but you'll have to start small and 
naturally it will take a lot longer to 
test many factors than it would take 
the man who can do the job by test- 
ing portions of a large mailing. 

Do you mail two thousand pieces, 
with a letterhead enclosed? Try run- 
ning half the letterheads on a colored 
stock, the other half on white. Next 
time, you may want to test a different 
salutation on the letter. And so you 
go on, testing the factors which will 
help you gain sales. We’d say you 
could test a mailing that runs only a 
thousand pieces, though naturally, 
the smaller your test groups the less 
accurate your conclusions will be. 

As we said at the start, this is all 
pretty elementary. It isn’t intended 


to be a cure-all for the ills of direct 
mail, yours or anyone’s. 

If you are working in direct mail, 
no matter on how small a scale, you 
will resent, as we do, the fact that 
many people consider it “junk” mail, 
and a nuisance. Unfortunately, there 
is a basis for that impression. A great 
percentage of direct mail advertising 
is poorly planned and poorly exe- 
cuted. 

It takes hard work and a knowledge 
of the medium to turn out a piece 
that rings the bell. The component 
parts of the average mailing are four 
—mailing envelope, letter, illustrated 
circular, and reply form, which is 
usually an order form and reply en- 
velope. The circular doesn’t have to 
be illustrated, and it may also act as 
a price list. The reply form may be an 
order blank. Careful attention to the 
preparation of each piece to be in- 
cluded will make a more integrated 
mailing with increased efficiency. 44 


Booklet Is Combination 


Product-Adventure Story 


D. M. Onan & Sons Inc. (Minne- 
apolis) used a strikingly illustrated, 
adventure-story type of direct mail 
piece to describe how four Onan 
electric plants performed in darkest 
Africa. 

Called “Onan on Safari,” the book 
is 24 pages, 542” deep and 712” wide. 
The four-color cover is an artist’s 
drawing of a jungle scene. Inside are 
more than 30 black and white photo- 
graphs and a half dozen half and 
full-page duotones. The pictures 
show Zulu virgins and warriors 
listening to a tape recorder, view- 
ing an electric adding machine, op- 
erating a radio — all part of the 
expedition’s equipment. Green back- 
grounds and headings preserve the 
safari flavor. 

The booklet tells the story of Com- 
mander Attilio Gatti’s 12th expedi- 
tion to Africa to take feature length 
commercial films. The world-re- 
nowned African explorer and movie 
producer carried into the dark con- 
tinent electrical equipment that in- 
cluded five refrigerators, short-wave 
radio station, two dictaphones, add- 
ing machine, insect electrocuting 
screens, record players, tape record- 
ers and numerous other appliances, 
tools and gadgets. The four Onan 
electric plants which powered all this 
equipment were capable of generat- 
ing more than 35,000 watts of “city- 
type” electricity. In addition they 
provided wattage for high-powered 
stage lights, arcs, carbons, spots, etc., 
used in the production of films. 

The booklet is available from D. 
W. Onan & Sons Inc., Minneapolis 
14, on request. 44 





Pin-up Panel .. . A bright idea for 
keeping track of work-in-progress and 
other drawings is this fibreboard panel, 
built-in above a redwood partition in Car- 
ter & Galantin’ss new Chicago offices. 
Charles E. Forsberg, Carter & Galantin art 
director, tries out the new strip. The fibre- 
board was applied with the pinkish re 
verse side showing to blend with the 
redwood 


Booklets Designed for 


Employe Information 
The Ted-Howard Co. (Detroit) 


has announced a series of booklets 
for distribution through employe in- 
formation racks. 

The first of the series, “The Other 
Guy,” is a 16-page, 544x814” book in 
color devoted to traffic safety. It de- 
scribes with cartoons and text 12 
common types of poor drivers. It is in 
use on more than 2,000 industrial 
information racks, according to the 
company. 

Other subjects to be covered in the 
series include operation of the Amer- 
ican business system, hobbies, out- 
door camping and living, child safe- 
ty, citizenship and the industrial 
worker. 44 


Vail Piece Uses X-Rays 
lo Demonstrate Product 


Schering Corp. (Bloomfield, N. J.), 
pharmaceutical manufacturer, used 
actual x-rays as a direct mail piece 
to promote one of its products. The 
product, Teridax, is a substance used 
to produce density in gallbladder x- 
rays and the mail piece ineludes two 
x-rays, which radiologists may clip 
to a viewing box to see the prepara- 
tion in use. 

The mail piece was packaged in a 
cardboard folder, and was marked, 


“X-Ray, Do Not Fold.” 44 


U.S.E. makes 39 regular-formula gums — 
plus specials like GRIP-QUIK®. 


Paper is tested for folding qualities. 


ADVERTISING MEN 
looking for good ideas 
will find them in 


Boxes are quality-made at U.S.E. 


it. 


envelopes can be 
used to advantage 


types and sizes 
are best for each use 


- it pays to specify 
U.S.E. Envelopes 


How good is “good enough?” 

Two envelopes may look alike at first glance, yet be quite different 
in strength, color, opacity, surface, precise folding, smooth gumming, 
safe sealing, accurate count, sturdy packaging. . . . A fault anywhere 
along the line can cause trouble for you. 

So why take chances? WHY not make sure that the envelopes 
you buy are good all the way? And to find out what to look for, send 
for the book “What's in it for me?”. You'll find it fast cover-to-cover 


reading. 


has this book for you? 


The world’s largest manufacturer of envelopes, and your envelope 
supplier. Ask for the complete story: the “Handbook” which tells 
rPHOW..and WHAT; and the book “What's in it for me?” which tells 
WHY. Together théy~reveal avhar's in it for you 


ss 
‘. 


fry. 
Wise 


Springfield 2, Massachusetts 


15 Divisions from Coast to Coast 
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... the busier § 

the better for | 

folks who specify © 

Garden City © 

Envelopes 

Millions of die-cut envelope blanks stacked 
on skids in skyscraper-like tiers—like those 
above—are convincing evidence of G.C.’s 


ability to produce better envelopes at re- 
alistically reasonable prices. 


Specialists in Envelopes and Outstanding Service 
© Correspondence & Social 
© Postage Saver & Window 
© Open Side Booklet 


@ Remittance 
© Special Returns 
© Open End Catalog 


Air Mail & Business Reply © Office Uses & Mailing 


THE HOUSE OF ENVELOPES...AND ENVELOPE IDEAS! 


“ARDEN Ciry Envescore Co. 


3001 N. Rockwell St. «© 


JUST ASK FOR MARIE.. 
Call WAbash 2-8655! 


Let Marie handle your complete 
mailings — including addressographing, 
addressing, multigraphing, fill-in on 
multigraphed letters and planographing. 


Marie keeps your Mailing List up-to- 
date too and frees you from all the 
detail work. 

Direct Mail has been our business for 
25 years. We pick up your rush copy, 
give quick service, do accurate work 
and guarantee prompt delivery. 


The Lier Stop Sou 


431 S. Dearborn St. + Chicago 5, Illinois 
. for more details circle 563, page 125 
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Phone COrnelia 7-3600 
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Veritone Company 
2701 LEHMANN COURT, CHICAGO 14. ILL., EASTGATE 7-8885 
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Schedule Computor . . . This handy 
slide rule computor shows freight shippers 
when their shipments will arrive at certain 
destinations when shipped from key points 
on the St. Louis Southwestern 
Cotton Belt route. 


Railroad Creates Freight 
Time Schedule Computor 


A “Schedulator” which enables 
shippers and receivers of freight to 
easily tell when their shipments will 
arrive at certain destinations has 
been developed by the St. Louis 
Southwestern Railway Lines (St. 
Louis). The handy cardboard com- 
putor, designed to resemble a slide 
rule, was produced by Perrygraf 
Corp.( Maywood, II1.). 

By pulling a tab, various days 
show up on the computor, indicating 
the day of the week, and in some 
instances the hour, that shipments 
will arrive at certain destinations 
when leaving at various days of the 
week from key points served by 
railroad. The cities listed include 
Southwestern and Paeific Coast 
points served by the Cotton Belt 
Railroad. 

The railroad is offering the com- 
putor to freight shippers and in- 
terested admen. Copies can be 
obtained from Public Relations De- 
partment, Cotton Belt Railroad, 620 
Cotton Belt Building, St. Louis 2. 44 


Apple Institute Issues 


Unusual Recipe Booklet 


A recipe booklet with an unusual- 
ly attractive format is being offered 
by the Processed Apple Institute 
(New York) during a fall promo- 
tion. “A Treasury of Apple Pies” 
features 31 different recipes for ap- 
ple pies using ready-to-use apple 
products such as apple sauce and 
apple juice. 

The booklet is larger—8x11”, 12 
pages—than the usual recipe leaflets 
distributed by organizations. The 
treasury also features attractive car- 
toon and photo illustrations, use of 
yellow as a second color, a slick 
paper cover and an over-all good 
quality production job. The booklet 
was produced by Flanley & Wood- 
ward (New York). 

The recipes were culled from 
home economists serving a number 
of different companies including 
Florence Packman, Lever Bros.: 
Janette Kelly, General Mills; Marye 


Railway's 
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Lynn, home economics consultant 
for the Processed Apple Institute. 
Along with the recipes the booklet 
contains a marketing guide on how 
much the consumer should buy for 
a given recipe and a chart of con- 
tainer sizes and cup equivalents. 
The institute and apple processors 
are promoting and distributing the 
booklet through some 1,500 news- 
paper food editors, 900 women 
broadcasters, consumer magazine 
editors, home economists and home 
economics teachers. Some _ apple 
processors are planning special pro- 
motions of the “Treasury” in con- 
nection with their own brands. 44 


RCA Issues Booklet 
On TV Technicians 


The training background and serv- 
ices offered by television set repair 
technicians is the subject of a new 
booklet prepared by RCA Victor. 
Titled “How to Give Your Television 
Set the Service It Deserves,” the 12- 
page booklet was published by RCA 
as a public service. 

The booklet points out that tele- 
vision repairmen spend up to four 
years studying electronics to learn 
their business and that they must 
take frequent refresher courses to 
keep up with new developments and 
techniques. In addition, the techni- 
cian must invest up to $10,000 in 
equipment and facilities to open a 
repair business. 

The booklet is being sent to inde- 
pendent television associations and 
managers of Better Business Bu- 
reaus throughout the country. Later 
the booklet will be distributed to 
RCA Victor television dealers and 
spot announcements describing it 
will be used on RCA sponsored ra- 
dio and TV shows and in the com- 
pany’s newspaper and magazine ad- 


vertising. 44 
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“Our ad for a visual coordination spe- 
cialist didn't bring in any replies . . . This 
time let's say we want to hire a layout 


man.”’ 


Recipe Adds Interest 


To Direct Mail Piece 


New Holland Machine Co. (New 
Holland, Pa.) used a homemade 
chicken corn soup recipe to add an 
extra personal touch to a direct mail 
piece sent to county agents. 

The company, which manufactures 
farm machinery, had played host to 
the annual convention of the Nation- 
al Assn. of County Agents, and the 
direct mail piece was designed as a 
follow-up. The letters were person- 
ally addressed, typed and signed and 
the general tone was informal .. . “I 
didn’t get a chance to meet all of 
you personally, but when the box 
lunch line was overloaded I handed 
out a lot of cups of coffee to a lot of 
folks I'd like to know better.” 

During the county agents’ visit, 
many of the men and their wives had 
spoken highly about the traditional 
Lancaster County homemade chick- 
en corn soup that was served. In a 
postscript to the letter, President 
George Delp said, “So many of the 
ladies at the picnic asked about the 
recipe for the New Holland Pennsyl- 
vania Dutch Chicken Corn Soup that 
we decided to print a special copy 
for the women folk in your family.” 

The recipe was enclosed, printed 
on a light brown stock, 642x9”, and 
decorated in red with a Pennsylvania 
Dutch motif. 44 


Bank Furnishes Law 
Digest to Newcomers 


In an unusual promotion designed 
as a public service and good will 
program, the First National Trust & 
Savings Bank of San Diego is offer- 
ing free a 20-page booklet that out- 
lines the customs, regulations and 
laws of California for new residents. 

The pocket-size booklet covers 
practically every law or custom that 
would likely arouse questions from 
newcomers. It includes such subjects 
automobile laws, licenses and 
registrations; traffic rules; real estate 
laws such as title, deeds and build- 
ing regulations; a list of California 
taxes and rules for filing various 
returns; insurance rules; financial 
investment laws and miscellaneous 
items such as voting regulations and 
visits to Mexico. The bank’s facilities 
and services also are listed. 

The booklet is being promoted 
by newspapers, radio-TV, 24-sheet 
posters, car cards and by special di- 
rect mail campaigns to community 
leaders. 

Samples of the bank’s “Digest for 
Newcomers” are available from 
George W. Sears, vice president, 
First National Trust & Savings Bank, 
San Diego. 44 
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TIPS by noted 
expert for the 
Production Man 


Kenneth Butler is nationally recognized 
as an outstanding authority on all mat- 
ters concerning production. His weekly 
articles in Advertising Age have been 
so widely praised that we’ve made a 
valuable Handbook of the best of them. 
For a mere $3 you may have it FREE 
. . . with a whole year—52 issues—of 
The National Newspaper of Marketing. 


Free—TIPS Handbook 


a \ Mail the coupon 
; below for quick 
action. We'll bill 
you later if yeu 
like. You must be 








satisfied—or your 
money back. 
oom am am ewan aman an aw aw aw ee oe a ee - 
| Advertising Age | 
| 200 E. Illinois St. | 
| Chicago 11, Illinois | 
| Please enter my 1-year (52 issues) sub- | 
scription at your regular $3 price with a 
| money-back guarantee of satisfaction, and 
| send to me free and postpaid Kenneth But- | 
ler’s helpful handbook, TIPS FOR THE 
| PRODUCTION MAN. | 
| Name Title | 
Business : : 
Home [| y 
| =a Address | 
| City. Z | 
| State f _| 
{] $3 enclosed (] Bill Firm Bill Me 


a oe) 
using the right 
ea MM ar) 
ed 
on postal regulations 


SEND TODAY 
FOR YOUR 


FREE 


How to eliminate the time and cost of ex 
cessive packing material. How to mail art 
work, photographs, mats, certificates in the 
Stay-Flat’’ cardboard mailer—easy to close 
and no stiffeners required. Other cartons de 
scribed: Master Mailers—for books, gadgets 
cosmetics; Security Mailers, Sterling Mailers 

ideal for premium mailings Information 
on labeling, printing, board coloring. You'll 
want this valuable manual 


CALUMET CARTON COMPANY, Dept. AR, Homewood, lilinois 


Yes! Send me your FREE M 
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LABELING & PACKAGING 


Packaging 
...for profit 


A good package protects . . . identifies . . . advertises. How to obtain 


these three essentials in package design is illustrated by the winners 


in the Folding Paper Association’s 1954 competition. 


By John C. Newell, Jr. 
Director of Public Relations 
Folding Paper Box Assn. of America 


Packaging today is rapidly assum- 
ing its deservedly important position 
in our modern system of merchan- 
dising—“deservedly important” be- 
cause it, as no other merchandising 
medium, really deserves the merit. 

Looking at the record we find that 
every package has three basic and 
extremely important functions—to 
protect, to identify, and to advertise. 
The first two are generally under- 
stood; they are essentially what you 
pay for when you buy folding cartons 
or other types of packages. Yet, 
while these two functions should be 
inherent in any type of packaging, 
there are many packages on the 
market today that do not protect 
the product and do not identify 
either the contents of the package or 
the manufacturer. 

However, the value of a package 
as an advertising medium is some- 
thing which you do not directly pay 
for; it is a kind of bonus that you 
get for nothing. All other forms of 
advertising have to be paid for at 
comparatively high rates. A display 
at a trade show, for example, may 
cost several thousand dollars to 
erect; and it only stays up for a few 
days. However good or however 
bad it is, it is generally forgotten 
in less than a month. An outdoor 
poster will cost several hundred 
dollars to design and produce; and 
it may have an effective life of three 


months. A newspaper advertisement 
is lucky if it holds the reader’s at- 
tention for three minutes, the com- 
petition for his attention being so 
great. 


> The package is also an advertise- 
ment, but one which has a peculiar 
and unique advantage—it is seen 
under circumstances in which an 
immediate response is possible. Con- 
sumers see your package in the 
supermarkets or super drugstores 
where they have come for the ex- 
press purpose of buying things. They 
have money in their hands and the 
product is under their noses—it is 
up to the package to sell them. 

Even after they have bought the 
product, the usefulness of the pack- 
age as an advertisement is not neces- 
sarily exhausted because it inevit- 
ably enters into the intimate pattern 
of the customers’ lives. The package 
is the most unobtrusive, the most 
subtle and yet the most insistent 
and remorseless type of advertising 
ever invented. 

As examples of packages which 
are superior from all points, we 
might use the award winners of the 
1954 Folding Carton Competition 
sponsored by the Folding Paper Box 
Assn. of America. More than 6,000 
entries were submitted in the asso- 
ciation’s ninth annual competition; 
and from these 6,000, the best 100 
were chosen by qualified judges in 
both the packaging and advertising 
fields. 

1. KENMORE 


BARBER SET (first 


award, multi-color letterpress print- 
ing) . . . Here is an admirable 
example of a package fulfilling its 
basic functions. It protects to the 
extent that it is re-usable as a 
storage container for the barbering 
tools. The carton is partitioned so 
that each instrument has its place. 
It is designed in rich, luxurious col- 
ors with the brand name “Kenmore”’ 
prominently displayed. There is no 
reason to ask, “Kenmore what?” be- 
cause identification of product pack- 
aged is clearly defined. 


2. Coronet Paper Cups AND PLATES 
(first award, paper products) 

The design of the carton compli- 
ments and enhances the interesting 
design of the paperware. This is 
accomplished through the use of 
transparent film windows. A real 
salesman for the product, this family 
of cartons will look as well in the 
home as in the store. 


3. Necco Canpies Famity (first 
award, confections) . . . Are you 
taking advantage of mass display 
in preparing your package for the 
market? This Necco candies family 
tells the whole story through a 
combination of colors and retains 
its family resemblance through its 
over-all design. This will be an 
advertisement in the home as long 
as there is candy left in the box. 


4. Harmony House LINEN ENSEMBLE 
(first award, two-color letterpress 
printing) ... What is your market? 
Developing a package for the car- 
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riage trade or for a luxury item will 
necessitate a different approach. This 
Harmony House sheet and pillow- 
case ensemble does the job on a 
luxury item through clever design. 
Lf the whole Harmony House family is 
packaged as well, we can feel that 
we are buying quality merchandise. 
This type approach is also necessary 
in cosmetics—a quality product must 
have a quality-conveying package. 


5. EvIzABETH ARDEN FLOWER MIsT 
CarTON (first award, cosmetics) .. . 
These Flower Mist cartons are at- 
tractive and are self-identified. As 
far as protection is concerned it is 
a standout because without using 
inserts it is ingeniously contrived 
to form its own cushion. 


6. SHarp & DonmMe Drrect MAILERS 
(first award, medicinal products) .. . 
There is no limit to the imagination 
that can be conveyed through the 
folding carton. These Sharp & Dohme 
direct mailers are competing for the 
doctor’s attention with his many 
worries and preoccupations. They 
fulfill his need for a moment’s amuse- 
ment during a busy day. Needless to 
say, the serious product that they 
contain will also receive his attention. 


7. Nut Tree Tea Bacs (first award, 
food) 


8. STEGMAIER BEER 
award, carriers) . The gigantic 
supermarket industry demands 
clever, clean, imaginative cartons. 
The merchandise must be easy to 
handle as well as a super salesman. 
The Nut Tree tea bag carton is a 
super salesman because it is “buck- 
ing” a trend. It does not look like 
other tea cartons, ordinarily red and 
yellow. Why should it? Does your 
package unimaginatively copy that 
of your competitor? 

The Stegmaier beer carrier carton 
is the last word in ease of handling. 
It is so convenient that it also caters 
to those who want only three cans 
of beer. The customer has the money 
—he should have a choice. 


CarRIER (first 


9. 4-1n-1 Princess Purse Dispiay 
(first award, display containers) 


10. SHAvow Box (first award, mis- 
cellaneous) 


11. Topacco Mixtures DispLay 
(first award, tobacco) . . . If you 
have a new product or an established 
product that you want to put into a 
new market, develop a point of pur- 
chase display for it. This was done 
for the Bowl of Roses tv lamp and 
for the Princess Wallets with ex- 
traordinary success. This is where 
you can really dramatize your prod- 
uct. If you plan a point of purchase 
display don’t forget its re-usability 
feature. 
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No More Excelsior . . . This new pack- 
age for dishware does away with clumsy 
packing of dishes in heavy layers of excel- 
sior and also provides an attractive display 
for the set. The box, printed in red and 
fabricated of white linen corrugated board, 
was produced by Hinde & Dauch Paper Co. 
(Sandusky, O.) for Stangl Pottery (Trenton). 
Of die-cut, one-piece design, it features 
self-locking end flaps. The individual plates 
and cups are cushioned and held securely 
for shipping and display by interior packing 
pieces. Top folds back to form a counter 
display card. The compactness and safety 
features of the box encourage customers to 
cary the package with them. 


12. Op Taytor BourBon WHISKEY 
(first award, beverages) . . . Several 
years ago one and two-color print- 
ing was about all you could expect 
on your package. Today, however, 
the finest in color printing is avail- 
able. The Old Taylor carton is a 
good example of the fidelity possible 
in printing on paperboard. 


> Remember, your package is your 
best salesman. When it fails to do its 
job, the customer takes his or her 
anger out on you and does not re- 
purchase. It’s as simple as that. 

You may have received the im- 
pression earlier in this story that 
other forms of advertising were be- 
ing criticized. This is not the case 
because one cannot exist without the 
other. A perfectly beautiful package 
would be a flop without the neces- 
sary advertising in other media. We 
do need, however, better integration. 

A last reminder—when you re- 
appraise your package (and they 
should be re-appraised regularly )— 
get the facts on some of these ques- 
tions: 


e What sort of market does the 
product aim at? 

e Is it a luxury article or one for 
mass consumption? 

@ What other products do you pack- 
age? 

@ What do they look like? 

e Are there any particular colors, 
letters forms or other design ele- 
ments associated with your products? 
e How far should your new package 
relate to the existing package? 


@ What do your competitors’ pack- 
ages look like? 44 


Cleaning Firm Adopts 
Special Plastic Bags 


Special bags for ties and sweaters, 
imprinted with advertising slogans 
and company name, is the new device 
of Thrift-D-Lux Cleaners (Los 
Angeles). 

The sweater bags are polyethylene 
—a transparent plastic material. II- 
lustration and copy on the bag sug- 
gest to the customer the reuse value 
of the bag for clothing storage. The 
glassine tie bags carry a similiar de- 
sign including the slogan that Thrift- 
D-Lux are “California’s Largest Dry 
Cleaners conveniently located in 
your neighborhood.” a4 


Socks Go To Market 
In Cellophane Wraps 


That homely item, a pair of socks, 
is getting the glamor treatment. 
Socks are being marketed in attrac- 
tive, clear cellophane packages. 

The new multiple unit packages 
have many decided advantages. They 
make it much easier for stores to ar- 
range neat displays of the socks—no 
longer de socks have to be piled 
loosely, helter-skelter on the store 
counter. Compact packages, with 
sales information, sizes, prices, etc., 
make it easier for the customer to 
make his selection. The cellophane 
protects the merchandise and en- 
hances the appearance of the socks. 
By putting several pairs of socks in 
one handy package, customers are 
encouraged to buy more than one 
pair. 
> Two of the more attractive new 
cellophane packages are the “Rail- 
road Sock” pack of William G. Len- 
inger Knitting Mills (Mohnton, Pa.) 
and “Fruit of the Loom” children’s 
socks package. 

The “Railroad Sock” package has 
a colorful red, white, black and green 
cellophane wrap. Drawings of a 
train and emblems of well known 
railroads are spotted on the wrap. 
This design is especially well suited 
to the product—men’s work socks. 

An unusual feature of the “Rail- 


Railroad Emblems... . This cellophane 
wrapped package for ‘Railroad Socks,” 
men's work socks, features emblems of fa- 
mous railroads. The back of the package has 
a “write in’ square for dealer's name, date, 
location and size stamping. 





ee can’t beat ’em for advertising and informative labeling 
=on the PRODUCT, PACKAGE or POINT OF SALE!” 


Make your products talk! Even when there’s no salesman around, Avery Kum-Kleen Labels work 
for you—at the point of sale! With fingertip ease they're laid on the product or package to point 
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SPECIFICALLY SPEAKING... 


Here are a few practical uses of Avery Kum-Kleen 
Labels. Where can your business use these labels 
in sales promotional work? 

e trade marks @ point of sale stickers 

@ anniversary promotions @ product information 

e product identification @ special instructions 

@ guarantees @ warning labels 

e price labels e address changes 

e diagrams e package labels 

@ servicing instructions e contents labels 

@ sales stickers e color coding 

@ special feature labels © maintenance instructions 

@ special promotion stickers @ advertising tie-in labels 

—SMBBEREREEERERREEREE 
AVERY ADHESIVE LABEL CORP., Custom Div. 113 


117 Liberty Street, New York 6 ¢ 608 S. Dearborn Street, Chicago 5 
1616 S. California Ave., Monrovia, Calif. ¢ Offices in other principal cities 


[_}Please send case histories Cl Have the Avery Label 
and free samples man call 


pe 
Company____ 
Address__ 
Our Business Is 
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out sales features and advantages —informa- 
tion and instructions. They tell your cus- 
tomer what he’s buying...why he should 
buy...and how to use it! 


@ For advertising and merchandising work, 
Avery Pressure-Sensitive Labels put your mes- 
sage right where you want it—on the package, 
product or on any clean, smooth display surface. 
@ Avery Kum-Kleen Labels are on in an 
instant—with no moistening or waste motion. 
They stick tight and won't dry out, curl or pop 
off...they stay neat and attractive through 
rough handling—yet they're easily removed, 
when necessary, without soaking or scraping! 
@ Available in any size, shape or color... 
they're individually die cut on sheets or in rolls 
for automatic labeling at production-line speeds. 
Patented Avery Dispensers, in either manual 
or electric models, can save you real time 
and money—write now for more information 


and free samples of Avery Pressure-Sensitive 
Labeling —do it today! 
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To give products 
BRAND new 


i 
‘ 


NASH 
Sales Impulse Bands 


For 
products and promotions must be 


UA 


today’s self-service 


selling, 
brightly packaged and easy to 
identify at point-of-sale. Use 
Nashua Sales Impulse Bands — to 
give your product better brand 
identification, to add pick-up 
appeal, to band several packages 
together (for special promotions) 
or to give merchandise a seasonal 
push. 


Self-sealing, serviceable, colorful 
. . . Nashua Sales Impulse Bands 
are an inexpensive method of 
branding. They're used to “eye- 
dentify” everything today from 
mops and hand tools to picnic 
plates and sponges. Write for sam- 
ples and prices. Bands are available 
in any width from 14” to 6”, with 
either self sealing or gummed ends. 


N A SURE-HOLD DIVISION 


NASHUA CORPORATION 


DEPT. H-4, 44 FRANKLIN STREET, 
NASHUA, NEW HAMPSHIRE 
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Consumer 


Storybook Characters .. . The clear 
cellophane wrap for this ‘Fruit of the Loom’ 
children’s sock package shows off the story- 


book characters that decorate the cuffs of 
the anklets. 


road Sock” package is a “write in” 
space in the guarantee certificate on 
the back of the package. Blanks are 
indicated in the guarantee for the 
dealer to fill in his name, the date, 
location and the size stamping. The 
package was gravure printed by the 
Shellmar-Betner Flexible Packag- 
ing Division of Continental Can Co. 
(New York). 

The “Fruit of the Loom” children’s 
socks pack achieved attractiveness 
and durability at low cost. The socks 
have drawings of nursery characters 
on each ankle cuff. They are pack- 
aged four pairs to a package and ar- 
ranged to show off the storybook 
drawings through the cellophane 
overwrap. The package is cardboard 
backed. Sylvania 450 cellophane 
sheets, produced by American Vis- 
cose Co. (New York), were used. 44 


| 
“Don't you think he’s taking the com- | 
mercials a little too seriously?’ 


PACKAGING PAPERS GIVE YOU 
_ THE LOWEST COST ADVERTISING 
SPACE YOU CAN BUY 


Thilco DECORATED packaging papers reach vast 
new audiences at little extra cost than plain pro- 
tective papers — and they combine ‘‘personalized”’ 
brand name identification with these important 
functional qualities: — 


FUNCTIONAL SALES APPEAL: Thilco print DECO- 
RATED papers give products new merchandising 
values in product identification, prestige and eye- 

| appealing attraction. They encourage ‘‘take-with’’ 
purchases, help to eliminate substitutes, and simplify 
inventory control. 


FUNCTIONAL PROTECTION: Thilco’s complete range 
| of protective papers can be PRINT-DECORATED. 
These include papers for Waterproof protection, 
prevention of Moisture-Vapor transmission and 
Grease or Oil penetration — as well as numerous 
other specialty grades, general wrappings and bags. 


FUNCTIONAL WRAPPING: Thilco papers are spe- 
cially adaptable to all methods of wrapping and 
covering — including automatic machine wrapping, 
bundling, hand wrapping, box covering and bags. 


For maximum sales and advertising impact .. . 
low cost brand name identification, investigate the 
DECORATING possibilities of Thilco Functional 
papers today. 


AT YOUR SERVICE 


@ 4-Color Flexographic 
or 2-Color Rotogra- 
vure printing 


@ Paper engineers to 
help with paper 
selections 

@ Standard or Custom 
embossing 


@ 19 Standard base 
paper colors 


Creative artists to 
show how trade- 
marks or advertis- 
ing can be applied 


| Thileo FUNCTIONAL papers: 
Asphalted Waterproof Barriers, 
Waxed Moisture-Vapor Barriers, 
Glassines and Greaseproofs, 
Polyethylene Treated Papers, 
Specialty Krafts and Specialty 
Bags. Write for sample kit. 


THILMANY PULP & PAPER COMPANY | 
KAUKAUNA - WISCONSIN 


NEW YORK « CHICAGO « DETROIT « MINNEAPOLIS @ CINCINNATI 
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PRINTING & BINDING 


How to Prepare Copy 


Low-budget printing by offset can be attained without 
necessarily reducing quality. An art director tells some 
of the methods he employs to produce low-cost material. 


By Lou Dezarlo 
Art Director 
Fisher Advertising Service 
Brooklyn 


Low-budget offset printing doesn’t 
have to result in poor quality work— 
provided sufficient and_ intelligent 
planning goes into it. 

Many short run color jobs are 
abandoned in the planning stages be- 
cause of prohibitively high estimates 
received. A small manufacturer 
planning 5,000 folders illustrating 
his product in full color, for example, 
will drop the whole project after 
being informed that the price of the 
color photography for the job ex- 
ceeds his entire budget allocation. 

Chances are with proper planning 
the job could be printed within the 
client’s budget and the result 
could be a handsome printed piece 
that would be as effective, if not 
more so, than a four-color process 
printed job. 


> It is possible to fake the colors 
of an illustrated object by using a 
properly retouched black and white 
photo as the key art, and faking the 
colors by means of acetate overlay 
color separation. The photo should 
be carefully retouched, paying par- 
ticular attention to those areas that 
will overprint the colors used. These 
areas should be airbrushed down to 
a lighter shade if they are very dark 
in order to avoid a muddy appear- 
ance when surprinted on the color. 

Details within these areas, how- 
ever, should be accented to stand 
out against the colored background. 


Care should be taken when airbrush- 
ing these areas lest the form of the 
object be destroyed by too flat a 
tone. 

The under color can be printed 
as a flat tint or as a halftone, fol- 
lowing the shadow pattern of the 
black and white photograph which 
is to be surprinted in black ink. But, 
as a rule, a solid area of full strength 
color will prove most effective. Half- 
tone spots and illustration can take 
on new life when spotted with color 
using this same method. 


> On a black and one color job, a 
duotone effect can be achieved very 
simply by surprinting a photograph 
or tone drawing in black over a tint 
block of the color used ... or, in 
some cases, by printing the photo in 
black over a retouched copy of the 
photograph printed in the 
used. 

Interesting effects are possible by 
use of this method, and it is a subtle 
and very effective way to point up 
a certain area in a photograph. 

A one color job will take on the 
appearance of a multicolor job by 
using a black or colored ink on a 
colored stock and spotting areas of 
benday throughout the piece. For 
example, a black ink bendayed down 
to 30 or 40% will give a brownish 
hue when printed on yellow stock. 
A bendayed red ink on the same 
stock will appear as a_ brilliant 
orange. 


color 


> The importance of consulting with 
the printer while planning copy for 
a low-budget run cannot be stressed 


enough. The printer can be of great 
assistance in choice of stocks and 
inks, as well as advising on sizes, 
foldings and mechanical limitations 
of the small presses which are the 
most economical to use on short 
offset runs. 

Small presses cut prices on smaller 
runs because the plate costs are 
much lower, and the makeready 
charges that accompany the use of 
larger presses are eliminated. The 
work turned out on the small press 
can compare in quality with that 
of larger presses when certain pit- 
falls are avoided. 

Three of these pitfalls are: 

e Close register. 
e Large solid printed areas. 
e Printing on coated stocks. 


> Hairline register on the small 
press is just about impossible, but 
a piece can be designed so that it 
can be printed in two or more colors 
and retain its smartness without 
close register. When it is unavoid- 
able to have two colors tangent, 
overlap the colors at least 442” when 
making the separation overlays. On 
a piece to be printed on two sides, 
avoid close register of one side in 
relation to the other along the folds 
and edges. 

Small presses lack the ink con- 
trols that their bigger brothers have 
It is important that any large areas 
of solid color or black be avoided in 
designing the piece. These areas have 
a tendency to vary in density to 
such a great degree that it is often 
noticeable on even a single sheet. 

Printing on coated stocks has long 
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4.CcOLOR 
ADVERTISING 
LITERATURE 


for the price of 2 


This free booklet explains how 
your advertising and sales 
literature can be produced in 
full color lithography at 
prices never before possible. 

H. S. Crocker’s exclusive 
Colorform method can revolu- 
tionize all your mailing pieces 
...even on a limited budget. 


COLOR 
Lf. eee 


Write today 
Ya ee for your 
a "4 free copy, 
Dept. A-4 

H. S. Crocker Co. 
720 Mission St. 
San Francisco 1, 
California 


H. S. CROCKER CO., INC. San Francisco 
ew ee Me le el 
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8 wonderful 
ways to use 
color that pays! 


DAY-GLO" 


Daylight 
Fluorescent 


Screen Color 

Printing Inks 

Bronzing Powder 

Coated Paper 
Gummed 
Pressure Sensitive 
Boards 
Blotting 

Flock 

Banner Satin 

Water Colors 

Spray Paint 


SWITZER BROS., INC. 


FIRST NAME IN FLUORESCENT COLORS 
ToAvV eI el lie C7 ee mel 
IN CANADA: STANDARD SALES COMPANY 
FTP Aal lt etd a Le ee 
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been the big bugaboo of the offset 
printer. Even with coated stocks 
made especially for offset presses, 
printers frequently refuse to attempt 
a short run using coated stocks on 
smaller presses. There are hard fin- 
ish offset papers on the market that, 
although not glossy, have enough 
sheen to make them ideal for half- 
tone printing. There are also fancy 
finish offset papers that add crisp- 
ness and lend an air of luxury to 
any printed piece, and many other 
papers in a wide range of finishes, 
weights and colors that can be used 
in place of coated stocks. 


> Veloxes are an economical means 
of converting halftone copy into 
“ready-for-the-camera” copy when 
there are two or more pieces of half- 
tone art in a job. When properly 
used, they can add to the quality of 
printing as well as lop off a good 
part of the price of the finished job. 
A Velox print is most advanta- 
geously used when all the halftone 
copy is scaled so as to take a com- 
mon reduction, thereby allowing one 
ganged-up print to be made, cut 
apart and pasted on the mechanical 
in proper position. 

In pasting up halftone art to pro- 
duce a ganged-up Velox, the place- 
ment of the art is very important. 
Each piece of art must be pasted up 
at the angle at which it will appear 
on the final mechanical. This pre- 
vents the screens of the various half- 
tones from running at different 
angles, a fault which would be very 
noticeable and distracting on the 
printed piece, particularly where 
halftones are adjacent to each other. 

The ideal Velox screen for offset 
is 110 line. While not as fine as the 
platemaker’s screen, it is fine enough 
for good quality printing, and, at the 
same time, is coarse enough to allow 
the camera to pick up the dots as 
line copy with no difficulty. 


> All retouching of photographs 
should be done before the Velox is 
made. The only retouching of the 
Velox print is drop-out whites and 
silhouetting, except in cases of com- 
bination line-halftones. Proper use 
of Velox prints can cut costs of mak- 
ing offset plates down to a fraction 
by eliminating halftone shots and 
strip-ins, and in some cases, they 
can give results that are impossible 
to achieve any other way. 

There are quite a few methods 
whereby the artist can lay bendays 
directly onto the artwork. They 
should be used with caution, how- 
ever, as they do not approach the 
appearance of the platemaker’s fine 
screen, and if used indiscriminately, 
will cause the printed piece to have 
a crude appearance. They should be 
avoided altogether in large areas 


unless a pattern rather than a tone 
is the desired effect. For such cases 
there are artist-applied bendays on 
the market that offer an infinite va- 
riety of patterns and textures. 

When having the platemaker lay 
bendays in intricate unoutlined 
areas, you will save him time, work 
and extra charges by drawing these 
areas in solid black and having him 
benday the solid black down to the 
required tone rather than giving 
him red outlines to be filled in with 
benday and dropped out. 


> There are various methods of cold 
type composition that are familiar to 
anyone associated with the graphic 
arts. While they do not offer the 
variety or the quality of conven- 
tional typography, they can aid 
greatly in cutting costs. These types 
generally lend themselves to an airy 
layout with plenty of white space 
around each copy block. Stronger 
headlines—either lettering or type— 
are also called for to help offset the 
weakness of the body copy. 

In preparing the mechanical, it is 
advisable to work it same size. Any 
artwork or lettering is best worked 
from one and a half to twice up, 
thereby giving sharper detail and 
eliminating fuzziness in the reduced 
reproduction. Reverses, made by 
using negative photostats, trim plate 
costs considerably. 

You can eliminate all strip-in 
charges for the price of two photo- 
stats. All original artwork to be re- 
duced, along with the type to be 
reversed, is pasted down. A ganged- 
up photostat is then made with both 
a negative and a positive . . . produc- 
ing the necessary material for the 
complete job. 

Above all, in planning a job for 
offset printing where cost is a factor, 
let your printer in on it during the 
early planning stages. 44 
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omy of use. How to make negatives that the contest would include 40 
on an ordinary typewriter and how different classifications of litho- 
to use the negatives on a photo- graphic material. Each entry will 
copying machine also are described be judged on the basis of litho- 
in the booklet. graphic functional value. The com- 

For your copy circle Ne. 424 en the petition is open to members of the 

eS ee a ee ee ee industry and, in addition, entries can 
) . be made by the buyer, advertising 
Announce April Date agencies and other persons or or- 


: | as ganizations connected with the de- 
For LNA Competition sign and production of lithographed 


The 4th Annual Lithographic material. 

Awards Competition and Exhibit, Winning entries will be exhibited 

sponsored by the Lithographers Na- in New York City. Later, they will 

tional Assn., will be held late in April be shown at the LNA convention at 
Pan Vue Folder . . . The Philadelphia in New York City. White Sulphur Springs, Va., and will 
Bindery devised this series of folds in its new Ralph D. Cole, chairman of the tour the principal cities of the U. S. 
Pan Vue" folder so that the sheet auto promotion committee, announced a4 
matically folds and unfolds. The folder is 
especially designed for large sheet items 


such as maps and chart: 


Sheets That Automatically 
Untold, Refold Introduced 


Foldable sheets, enclosed in a cov- 
er, that automatically unfold and nealing dlasy: 


then refold have been introduced by i 


the Philadelphia Bindery Inc. (Phil- " - Showeard and 
: ‘splay Studio 


adelphia). Called the Pan-Vue fold- 
er, the unique folding and unfolding . 62 EAST Uy 
paper sheets were made possible by : ME sitter. CHicacg | 
a patented method developed by the 
company. 

The folders are especially suited 
for large posters, diagrams, charts 
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a series of star-shaped creases that 
fit together like accordion folds. 

The company produces the special 
folders with sheets in duplicate or ‘eae 
triplicate, or a smaller Pan-Vue | th ey Sand topics wit, 
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3M Booklet Describes 
Offset Duplicating 
A diagram showing how the off- 
set duplicating process operates, a 
list of items like envelopes, labels, 
office forms, shipping tags, etc. that 
can easily be printed in a private 
printing plant, and a line drawing We think that Oe 
‘ sci canes = : , Tea Ml ule: ea 
of an efficient shop layout for offset Ty Tiley y me of 


printing in plant or office—all are 
included in an “Executive’s Man- Peps es me 34 a0 e 2 BINDERY a te or 
ual, by Minnesota Mining & Mfg. Part OT ETL COTO 
Co. (St. Paul). ite Yi at} any " 5-3224 

Photographs, line drawings and call us Now ? iin 
text are used in the 7x10” booklet 
to describe 3M’s _pre-sensitized 
photo-offset plates, which feature 


simplicity of processing and econ- . for more details circle 570, page 125 
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Major Change 


Government Switches 


lo Offset for Bonds 


By Stanley E. Cohen 
AR Washington Editor 


In an effort to cut costs, the U. S. 
government has decided to print $25 
savings bonds by offset, and it is 
studying a plan to use offset for the 
production of postage stamps, too. 

Actually the use of offset at the 
Bureau of Printing and Engraving 

which produced the bonds and 
stamps—is an old story, for the bu- 
reau has produced revenue stamps 
by offset as far back as anyone can 
remember. The decision to print 
bonds by offset attracted some atten- 
tion, however, because this is the 
first time that a government security 
has been printed by a process that 
doesn’t require engravings. 

All the common revenue stamps 
for example cigaret stamps—are 
produced by offset. In all there are 
some 1,200 types and denominations 
of revenue stamps. Over 23 billion 
individual revenue stamps were 
produced last year on the bureau’s 
offset presses. 


> At the 
stamps are 


present time _ postage 

being printed from 
curved engraved plates on unusual 
rotary presses. Each press, based on 
a design developed by Bureau staff 
members, wets the paper, inks and 
polishes the plate, prints the impres- 
sion, dries the stamps, gums them, 


Old Rotary Presses . 
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New Offset Press . 


. . By changing to printing $25 bonds on big, fast offset presses like 


this one, the government expects to effect substantial savings in printing costs. 


then dries the gum and winds the 
finished product onto a roll. 

Recently Postmaster General Ar- 
thur Summerfield announced that 
he has asked for a report on the pos- 
sibilities of printing postage stamps 
by offset, too. He expressed confi- 
dence that attractive, multi-colored 
stamps could be printed by gravure 
or some other method at existing or 
even less cost than the present sin- 
gle-color stamps. 

The use of offset to produce U. S. 
Savings Bonds is expected to result 
in substantial savings to the Treas- 
ury—perhaps hundreds of thousands 
of dollars—for the offset presses are 
far faster than the flat bed presses 
used for printing from engraved 
plates. At the present time the 


. » U.S. Postage Stamps and Savings Bonds have been printed on 
these presses from engraved plates. Presses in the photo were used to print the portrait and 
border on the face of the bonds. 


Treasury uses about 90,000,000 sav- 
ings bonds a year. Offset presses are 
expected to produce 480,000 per 
press in an eight-hour day compared 
with 28,000 per press engraved. 


> Changes of this kind are not easily 
introduced for the Bureau of Print- 
ing and Engraving is a highly con- 
servative organization. Established 
in 1862, it is charged with the pro- 
duction of materials of a “security” 
nature, in the fiscal sense. Other gov- 
ernment printing goes to the Gov- 
ernment Printing Office. 

Stories of the elaborate precau- 
tions which are taken by the bureau 
to produce its own paper and ink 
for stamps and currency, and the 
elaborate system of bookkeeping 
which checks each sheet of paper, 
from process to process through the 
huge plant, are well known. It is only 
because U. S. Savings Bonds are 
non-transferable that the bureau has 
been willing to break the tradition 
that government securities are en- 
graved as an additional safeguard 
against counterfeiting. 

In reality the bonds have always 
been produced partly by offset. Until 
recently they were produced by 
three separate processes. The por- 
trait and border on the face of the 
bond was engraved. The seal and 
numbers were letterpress printed. 
The tint on the face and the text on 
the back was produced by offset. 
Under the new process the face of 
the bond will be produced by two 
offset impressions. 


> The outcome of the study of off- 
set-printed postage stamps remains 
uncertain. For one thing the bureau 
would probably have to get addi- 
tional press capacity if stamps are 
to be produced by offset, for it is re- 
quired to print about 23,225,000,000 
individual stamps a year. Under the 
“business-type” cost accounting sys- 
tem used by the bureau, the Post 











Office Department would be charged 
a price which takes into considera- 
tion the cost of amortizing the 
presses. 

Originally the Treasury decided 
to switch to offset for all denomina- 
tions of Savings Bonds, but the de- 
cision was modified in mid-February. 
Denominations other than $25 will 
continue to be produced from en- 
graved plates. 

The Treasury did not indicate the 
reasons for changing its position. 
One of the factors, however, was the 
protests which were launched by 
displaced engravers, who stressed 
the danger of counterfeiting. The 
engravers received encouragement 
from The Washington Star, which 
pointed out that a small group of 
highly skilled plate engravers had 
been attracted to Washington be- 
cause of the steady work available 
at the Bureau of Printing & Engrav- 
ing. The Star contended it would be 
a breach of faith to deprive these 
engravers of work if the only bene- 
fit to be achieved by offset printing 
of stamps will be multi-colored 
stamps. 

Presumably the Treasury decided 
to compromise the issue. By using 
offset for the $25 bond, the risk is 
held to a minimum. On the other- 
hand, the cheaper method of print- 
ing is used for the biggest produc- 
tion job. 


> Besides the revenue stamps, the 
Bureau of Printing and Engraving 
produces many other specialized 
types of government securities by 
offset. Among these are dispersing 
officer checks (other than the 
puncheard payroll checks), postal 
savings certificates, travel vouchers 
and baggage inspection seals of the 
customs service. Offset is partic- 
ularly useful in printing disbursing 
officer checks because plates can be 
readily changed to provide a special 
insignia for each department issuing 
checks. 

When it was founded in 1862, the 
bureau’s chief purpose was to pro- 
duce currency. Operating with two 
men and four women in a single 
room in the attic of the main treas- 
ury, it began to take over from pri- 
vate contractors the production of 
$1 and $2 notes. Eventually the 
printing of all currency was con- 
centrated in the bureau. In 1876 it 
took over the production of revenue 
stamps and in 1894 postage stamps. 
At present its two buildings have 
about 30 acres of floor space and 
employ some 5,500 persons. The 
printing of currency is still its most 
important function. About 2,500,- 
000,000 pieces ranging from $1 to 
$100,000—with total face value of 
$16,034,300,000—were printed last 











Out of Work .. . The change to offset may 
cost this engraver his job. The Washington 
Star protested a complete switch to offset, 
pointing out that it would deprive a group 
of highly skilled engravers of their jobs. 


year. Just about half of the pieces 
were $1 silver certificates. 

It costs about 1¢ to print a piece of 
currency. Stamps currently cost 12¢ 
per 1,000. 44 


Binding Makes Supplement 
Part of Full-Line Catalog 


An insert that permits last-minute 
price changes and additions to a line, 
without the necessity of reprinting a 
full-line catalog, has been developed 
by the H. David McKinney Co. 
(Montclair, N. J.). 

The insert is an eight-page catalog 
supplement, containing all new 
styles, price list, national advertising 
schedule and late changes in pack- 
ing, merchandising and cooperative 
advertising plans for the Jantzen 
Foundation and Brassiere Division 
of Jantzen Inc. 

The outside cover of the supple- 
ment is surfaced with a pressure- 
sensitive adhesive. To make it a part 
of the full-line catalog, all that is 
necessary is to peel off the outer 
covering of the cover. A sticky 
undersurface makes the supplement 
adhere to the inside of the front 
cover and page one of the text, 
covering up the out-dated price list, 
and exposing the current 1954 line 
with new styles and prices. 44 


Schedule Technical Assn. 
Meetings for May 10-11 


The latest solutions to technologi- 
cal problems faced by the printing 
industry will be the subject of papers 
and discussions at the sixth annual 
meeting of the Technical Assn. of the 
Graphic Arts. The sessions will be 
held May 10 and 11 in the Schroeder 
Hotel, Milwaukee. 

Further details concerning the 
meeting can be obtained from Rich- 
ard Shaffer, Pratt Institute, Brook- 
lyn, N. Y., or from George Hammer, 
Forbes Lithograph Mfg. Co., Boston. 

44 
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Special Effects Give 
Products New Sales Appeal 


More and more smart advertisers are dis- 
covering the vivid art techniques possible 
with Silk Screen printing. Brilliant color 
areas in contrasting flat and gloss effects 
give new zest and sparkle to all types of 
product promotions. 


Inexpensive Silk Screen banners which 
emphasize package colors are a useful 
step in implanting a lasting picture of the 
product in the potential buyer’s mind. 


Screen Process printing is an integral part 
of the important point-of-purchase phase 
of selling. 


From the initial interest created in publi- 
cation ads or during T.V. commercials 

- to the hand reaching for a product 
on a counter or shelf, Silk Screen Print- 
ing plays an important role in: 


Developing vivid trade show display 
effects to interest the jobbers and dis- 
tributors. 


Producing transportation car-cards to 
lead shoppers into the business district. 


Creating window streamers and display 
banners which pack a “Buy This” wal- 
lop in the immediate sales area. 


Designing counter cards and more elab- 
orate animated display pieces which 
may be only an arm’s length away from 
the actual point of sale. 


Screen Process printing is doing a lot 
more to make mass-production selling a 
reality than most of us realize. 


NAZ-DAR has a world-wide reputation 
for producing the finest quality Screen 
Process inks. Request them in your next 
paper, cardboard, metal or plastic display. 
We will be glad to send you, and 
your local Screen Printer a copy 
of Naz-Dar’s big, fully illustrated 
catalog. It will help you in order- 


ing and producing quality Screen 
Process Printing. 


“Business Building”’ 
Ink by NAZ-DAR 





| | 
| My name | 
| Address | 
| City State | 
My local Screen Printer'’s name | 
| | 
| Address | 
City State ! 


The NAZ-DAR Company 


461 N. Milwaukee Avenue 
Chicago 10, Illinois 


April 1954 «+ 
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4-COLOR PRINTING COSTS 
WITH 


SHORECOLOR 


It's the new, revolu- 
tionary 4-color offset 
printing for color sheets 
(8% x11 to 22 x 28), 
post cards (32 x 5'2 
to5%x7),circulars, 
folders, etc. in quanti- 
ties from 1,000 to 
100,000. 

Full natural color—finest quality offset 
printing—made from any Kodachrome, 
Ectachrome, transparency or from full- 
color art. Write for samples and sensa- 
tional low prices. 








Shorecolor Representatives wanted 
in Illinois, Indiana and Wisconsin. 


Shorecolor of Illinois 
21 W. Illinois St. Chicago 10, Illinois 


. for more details circle 571, page 125 
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Colortone Press Offers 
New Printing Selector 


A printing process selector card, 
which recommends types of processes 
for a wide variety of different jobs, 
is being offered by Colortone Press 
(Washington). The selector suggests 
the process to be used for such jobs 
as annual reports, book jackets, 
brochures, envelopes, business forms, 
charts, jumbo letters, window 
streamers, etc. in quantities from 
1,000 copies to 100,000 and over. 

The selector card also contains two 
other helpful charts—a list of proof- 
readers’ symbols and a chart showing 
the printing qualities of halftones on 
various grades of paper. 


For your copy circle No. 425 on the 
Reader's Service Card inside back cover 


Ad Federation Issues 
Bibliography Listing 


A new edition of its book guide 
for admen has been published by 
Advertising Federation of America 
entitled, “Books for the Advertising 
and Marketing Man.” The bibliog- 
raphy contains 1,747 listings under 
60 different subject classifications. 
This is the first guide to be issued in 
over two years. 

More than 300 book publishers are 
represented in the book which covers 
a variety of subjects in advertising 
from agencies to window and store 
displays. The guide sells for $1 and 
can be ordered from the Bureau of 
Research and Education, Advertis- 
ing Federation of America, 330 W. 
42nd St., New York 36. 44 


Over-Size Calculator is 
MBS Promotion Piece 


An 11” diameter “program-per- 
formance calculator” is being used 
as a promotion piece by Mutual 
Broadcasting System (New York). 





Mystery Presentatien .. . MBS promo- 
tion piece plays up mystery programs. Back 
page of the 11” diameter piece is program- 
performance calculator based on cost-per- 
1,000 homes. 


The calculator makes it a simple 
matter to determine program effi- 
ciency in terms of cost-per-1,000 
homes, by setting a time-and-talent 
cost dial against the N.R.I. rating 
dial. When the two figures are lined 
up, the cost per 1,000 homes figure 
shows in a die-cut window. The cost 
is based on a January 1953, estimate 
of 44,756,000 radio homes in the U.S. 

Actually, the calculator is the back 
cover of a four-page circular pre- 
motion piece. Titled “Close-Up, an 
open-and-shut case for plus selling 
on MBS,” the front part of the piece 
carries the MBS message, complete 
with the network’s famous Mr. Plus 
in Sherlock Holmes garb (see “Meet 
Mr. Plus,” Nov. AR, page 17). 44 


Firm Offers Low-Cost 


Four-Color Printing 


Shorecolor of Illinois (Chicago) 
has announced the application of a 
new technique in making four-color 
plates which is said to reduce costs 
of four-color process printing. 

Shorecolor’s sales manager, Bob 
Saunders, said concerning the offer, 
“Through this new technique, our 
organization can now produce full- 
color offset lithography in all sizes 
from 312x5'2” postcards to 22x28” 
color sheets at savings ranging from 
50 to 500%.” He added that the new 
technique will now make it possible 
for advertisers “to enjoy the advan- 
tages of four-color printing in cata- 
log sheets and covers, inserts, direct 
mail pieces and brochures for very 
little more money than they now 
pay for black and white printing.” 
Prices range from $99 for five thou- 
sand 312x512” postcards to $2,500 
for ten thousand 22x28” color 
sheets. Prices include all engraving. 

Samples, complete price lists and 


additional information are avail- 
able. 
For your copy circle No. 426 on the 
Reader's Service Card inside back cover 


International Printing 
Fair Scheduled for May 


The fourth International Printing 
and Paper Fair will be held May 15- 
30 in Dusseldorf, Germany. Hubert 
H. A. Sternberg, board chairman of 
Schnellpressenfabrik AG, Heidel- 
berg, Germany, is chairman of the 
1954 show. 

On display will be machines, aux- 
iliary machines, equipment, acces- 
sories, printing processes, many 
products made of paper, samples of a 
variety of printing techniques, and 
reproductions of artwork. During 
the same period many trade firm as- 
sociations will hold conventions and 
exhibits. All equipment shown at the 
fair will be for sale. q¢ 





Mono-mobile Kit . . . C-S Displays prepared this kit of display “Mono-mobiles’ for Delta 
Power Tools. These mobile displays are already pre-assembled and are mailed to the dealer 
ina handy ‘punch out’ card. The ten Delta mobiles illustrate the variety of forms this new 


display can assume. 


Devise Pre-Assembled 
Mobiles for Displays 


A three-plane, pre-assembled mo- 
bile that is suitable for a wide va- 
riety of point of purchase displays, 
has been devised by C-S Displays 
Inc. (Chicago). The free-form card- 
board components of the “Mono-mo- 
bile” are pre-balanced and assem- 
bled ready to hang in a convenient 
“punch out” card form. 

The mobiles are available in two- 
color combinations—black plus red, 
yellow or green. Copy can run up 
to 20 words, or 10 words with a 
simple line drawing. Maximum 
printing area is 13x15” and the 
maximum size for the display is 
1214x141”. Prices range from $1.28 
each for lots of 250 to 54¢ each for 
quantities of 2,500. The mobiles come 
complete with cord and Ceil-Stick 
hanger. 

A circular offered by the company 
suggests a variety of advantages of 
Mono-mobile displays: 

e It is a good attention-getter. 

e It is a low-cost display with mo- 
tion. 

e It is compact, easy to ship and 
easy to install. 

e It is light and colorful, and does 
not take up any counter or wall 
space. 

The circular also illustrates and 
describes a Mono-mobile developed 
for Delta Power Tools (Pittsburgh). 
A complete price list and samples of 
colors are also available. 


For your copy circle No. 427 on the 
Reader's Service Card inside back cover 


Company Produces New 
Resin Paper Coatings 


A new paper coating—similar to 
acetate lamination, produced at a 
lower cost—has been announced by 
General Mills Research Laboratories 
(Minneapolis). General Mills ex- 
pects that shops which previously 
could not handle lamination or 
plastic coating jobs will be able, with 
the new coating, to compete for this 
business. 

The new product, polyamide res- 
in-epoxy resin paper coating, is 
designed for use on covers, container 
labels, posters and display cards. 
The coating reportedly has a high 
gloss plus superior resistance to 
grease, water, alkali and many 
other chemicals. 44 


Food Calendar Issued 
By Supermarket News 


A month-by-month reminder of 12 
merchandise items that will be fea- 
tured by supermarkets each month 
during 1954, a list of holidays and 
merchandising events, and dates and 
places of conventions of interest to 
the food industry are included in an 
unusual calendar that has been dis- 
tributed to advertising agencies and 
food industry manufacturers by 
Supermarket News. 

Attention to special issues of the 
publication that will include conven- 
tion coverage and distribution is 
noted by dates circled on the 9x12” 
calendar. 44 
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Veritone Company 
2791 LEHMANN COURT, CHICAGO 14. ILL., EASTGATE 7-8885 
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Orville Johler, Vice-Pres. 
and Adv. Mgr., I.G.A. says, 
“Chicago Offset certainly 
does a fine job.” 
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PRINTING COMPANY 
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The Monsen composing room is a pattern of efficiency. 
Every known device for improving typesetting is in operation here. 


Why spend your valuable time on typographic details when you can turn them 
over to competent authorities at no additional cost. When you use Monsen 


typographic services you are assigned a highly trained serviceman who makes 
the easy way 


it his business to know exactly what you want. It's just like adding a free type 
expert to your staff. He is always available to see that your instructions are 

to better carried out ... to counsel... or to specify . . . just as you wish. And behind 
your Monsen serviceman are the most complete and up-to-date typesetting 


typography facilities in the U.S.A... . offering more than 750 type styles and all foreign 


languages. Airmail puts you within a few hours of one of Monsen's three plants. 
24-hour service assures rapid return of proofs. 
Use coupon for full information . . . and free type book. 


Machine setting is a fine art here. 


send 
today 


for a copy of the Monsen Typographic 
Handibook and full information about 
Monsen's nationwide service plan. 
There is no obligation. 


Gentlemen: Please send me a copy of your 
Typographic Handibook and full information 


: about your nationwide service plan: 
Every form is locked up for proofing. Special processes assure sharper proofs. 


MONSEN-LOS ANGELES, 928 S. FIGUEROA ST. 
MONSEN-WASHINGTON, D.C., 509 F ST., N.W. 


company-_ 


address 


Monsen-Chicago, Inc. 


22 E. ILLINOIS ST., CHICAGO 11, ILLINOIS 


a assceritsien 


- + for more details circle 575, page 125 
114 + ar « April 1954 





RP EAMG LORETO AR OER ES 


CR RR RE es ey ALPES ES Aw 


LAYOUT & TYPOGRAPHY 


Chicago’s Best In 


Typographic Design 


The 27th Annual Exhibition of Design in 


Chicago Printing came up with a major surprise 


in the form of four awards for one designer. 


For the first time in the 27-year 
history of Chicago’s Society of Typo- 
graphic Arts, one designer took the 
top awards in four different design 
classifications. When this was dis- 
covered, the most astonished people 
in Chicago were the STA judges who 
made the awards and the happily 
embarrassed designer. 

The STA leans over backward to 
make sure the entries are judged 


ako 


Judges . 
in the 27th annual STA Exhibition of design 
in Chicago Printing. Left to right: Morton 
Goldsholl, designer; William R. Stone, Kala- 
mazoo, designer and printer; Charles Harper, 
packaging expert of Sears, Roebuck & Co. 


. . This trio selected the winners 


Four Award Winner 
Bruce Beck 


solely on their design merits—with- 
out regard for the reputation of the 
designer. Printed pieces are submit- 
ted to the jury by number, with 
nothing to identify the designer. 
Entries are examined and graded by 
three judges according to 23 design 
classifications. 

After the judges have selected the 
award-winning pieces in each classi- 
fication, they look up the entry 
blanks that correspond to the num- 
bers of the winning pieces and, for 
the first time, discover the names of 
the designers. This final stage of 
judging has its surprises, but this 
year it was a bombshell. 


> When judges turned up the entry- 
blanks for the award-winning en- 
tries in national advertisements, an- 
nual reports, booklets and packages, 
they were astounded to find that 
all were the work of one designer 
— Bruce Beck, director of the 
Whitaker-Guernsey Studio Design 
Group. The bombshell—Bruce Beck 
currently is president of STA. 
Bruce Beck has been devoted to 
the typographic arts since high 
school days in Harvard, Ill. He set 
type and ran a Gordon press after 


school hours for a company that 
manufactured cloth bags in Harvard. 
While at Cornell College in Iowa, 
he set type for a government print- 
ing project, and after graduation in 
1938 he learned the ABC’s of the 
graphic arts the hard way as an ap- 
prentice in a Rockford, Ill., engrav- 
ing plant. 

In 1941, Mr. Beck joined Buckley- 
Dement Advertising Corp. as a lay- 
out man. After Army service in 
World War II, he returned to Chi- 
cago and joined Homer J. Buckley & 
Associates as art director. In 1948 
he joined the staff of the Whitaker- 
Guernsey Studio. He is now director 
of the studio’s newly-formed Design 
Group. 

Bruce Beck’s four STA awards 
illustrate his versatility. The award 
for the design of a national adver- 
tisement was for General American 
Transportation Corp., handled by 
Weiss & Geller. The award for the 
design of an annual report was for 
the Kawneer Co., manufacturer of 
aluminum doors. The agency was 
Fuller & Smith & Ross Inc. The 
booklet award was for the Cotillion 
Program of Chicago’s Passavant 


April 1954 + ar « 115 








U 


/ 


as eaeae fae 


Pere ress tes eee oe 


i. 


+e a 





116 ¢ ar « April 1954 


Hospital, and the package award was 
for a blanket box designed for Sears 
Roebuck & Co. This was a complete 
design job, including everything 
from the paperboard container to 
the label on the blanket. 44 


Package . . . Automatic Electric 
Blanket . . . designed by Bruce Beck 
for Sears, Roebuck & Co. Judges’ 
comment: “It says what it contains. 
Very difficult printing problem and 
economy determined the choice. 
Identification and listings are ex- 
cellently handled. Interior display 
of the product in a range of colors is 
excellently arranged for.” 


Booklet . . . Passavant Cotillion 
Program .. . designed by Bruce 
Beck and William Fleming for the 
Women’s Board of Passavant Hos- 
pital. Judges’ comment: “Exceed- 
ingly well-organized for this type of 
job. There is nothing ‘drippy’ about 
this program. Choice of material is 
beautifully handled. Necessity of 
separating full-page photos is very 
well solved. The fact that the de- 
signer could get a committee to agree 
on this method of handling merits 
a special award.” 


Annual Report . . . Kawneer Com- 
pany ... designed by Bruce Beck. 
Judges’ comment: “This is repre- 
sentative of a difficult assignment 
that has been handled and organized 
well, with the presentation of usually 
clumsy figure-material with dignity 
and a good design that helps the 
reader absorb the total content. It 
has good institutional and confi- 
dence-building value.” 


National Ad... As Industry Has 
Grown ... designed by Bruce Beck 
for General American Transporta- 
tion Corp. Judges’ comment: “This 
is complete integration of the verbal 
idea and design. The elements are 
simple, pertinent and clear. It dom- 
inates the category in spite of its 
being only a single color ad.” 
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Warwick Typographers offer advertisers the most 
comprehensive library of type faces for photographic 
typesetting available anywhere. 
Each of the type faces shown above can be 
set on the Intertype Fotosetter machine in any 
size from 4 to 36 point inclusive. 
Typography produced on the Intertype Fotosetter 
provides perfect reproduction proofs that are sharp, 
clean and will not smear or smudge. 
Investigate the many advantages of photographic 
typesetting... write for sample of photographic 
reproduction proof. 


RWICK TYPOGRAPHERS, INC. 


Department F-16 
920 WASHINGTON AVENUE « SAINT LOUIS 1, MISSOURI 
April 19514 «+ 
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Announcement .. . 100-plus-1 Ex- 
hibition . .. designed by Dean Wessel 
for Artists Guild of Chicago Inc. 
Judges’ comment: “The _ relation- 
ship of the material, the typography 
and the handling of the rather diffi- 
cult type problem on the inside is 
exceedingly well done. The emboss- 
ing quality that is carried through, 

Pane aey making good sense on both sides, 
ecttits popmesitainbarinahsenesess ev Ae a AAA LT PERLE TRU AA RAR adds to the interest of the piece 
‘2 Per iae cry without additional color on the other 
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Folder .. . Summer Is a Siren... 
designed by Carl Regehr for the 
Veritone Co. Judges’ comment: “In 
spite of rather strong competition 
with other folders in this category, 
the graphic feeling of relation to 
the subject is carried through very 
well. The summery quality of all the 
symbolic elements, the color, tex- 
ture and handling of the typography 
is excellent.” 


an 


Newspaper Ad... Never Under- 
estimate the Power of a Handker- 
chief . . . designed by Lynne Park 
for Marshall Field & Co. Judges’ 
comment: “This advertisement best 
integrates merchandise presentation 
and a clever theme, supported by 
good type arrangement and smart 
handling.” 
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Book ... Aluminum on the Skyline 

designed by Doug Lang for 
Aluminum Co. of America. Judges’ 
comment: “Exceptional job of gra- 
vure printing, very appropriate fora 
book consisting largely of photo- 
graphs. Integration of title and con- 
tents on title page shows imagination. 
The use of aluminum panel sheets 
is carried off successfully.” 
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Complete Magazine .. . [nland— 
The Magazine of the Middle West 
.. . designed by James McCray for 
the Inland Steel Co. Judges’ com- 
ment: “It meets a big problem of 
organizing a lot of pictorial infor- 
mation in an especially imaginative 
way by the use of color blocks 
joining the photos to make them 
visual units, and the use of pic- 
torial captions as part of the design. 
Also the pace throughout the maga- 
zine is sustained without any let-up 
from the front to the back cover.” 
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designed by Morton Gold- 
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only 
slightly larger 
than a typewriter 
FILMOTYPE 


is a 
hand lettering 


miracle 


The dream machine for 
production men and art 


directors because 


e Produces both quality 
hand lettering and type 
ready for reproduction 


in minutes! 


e Over 700 styles and 
sizes from 12 point to 
king-size 144 point. 


e You or the secretary or 
messenger boy.. 
anyone ...can operate 
the Filmotype with only 


a half-hour's instruction. 


e Filmotype proofs offer 
controlled letterspacing 
and repro sharpness 
yet costs less than 

5c a foot. 


AD MEN: Filmotype is 
important to you 

Write for 

complete details — today 


FILMOTYPE 


60 W. Superior e Chicago 10, III 


4 W. 40th Street e New York 18 
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This is a specimen of Primer with 
Italic and SMALL CAPs. This basic 
type face was designed by noted 
American artist Rudolph Ruzicka 
exclusively for Linotype. 


10/612. 10 point Primer ® 


Easy-To-Read . . . Reproduction of 10 pt. 
Primer with 1 pt. leading. Primer is a new 
typeface created by Mergenthaler Linotype 
Co. and designed for legibility. Large face 
on 10 pt. body makes Primer seem larger 
than many 12 pt. faces. 


Mergenthaler Announces 
Full Series of New Face 


A full series of a new typeface, de- 
scribed as extremely clean by all 
printing methods and with no ex- 
tremes in weight and no ink traps to 
fill in, has been completed by Mer- 
genthaler Linotype Co. (Brooklyn, 
N.Y.). 

The new face is Linotype Primer, 
and completion of 7 and 9 pt. sizes 
now makes available a full series 
from 6 to 12 pt. sizes. If sufficient de- 
mand develops, a 16 pt. size will be 
cut, the company says. 

Linotype Primer is very large on 
its body, so that the 10 pt. appears 
larger than most 12 pt. faces. It has 
no frills or mannerisms to slow down 
| recognition, and for that reason Mer- 
| genthaler believes the face is espe- 
| cially suitable for children’s books, 
| textbooks, and advertising. Primer 
| was designed for Linotype by Ru- 
| dolph Ruzicka, American artist and 
| engraver. 44 


| Copy Caster Measures 
Fototype Line Lengths 


A calculator designed to “cast” 
display type in caps and lower case 
or both, and in type sizes from 12 pt. 
up to 192 pt. has been developed by 
Fototype Inc. (Chicago). 
Called “Copy Caster,” the calcu- 
| lator is based on character count and 

the user simply counts the number 
| of characters desired for a given line, 
| selects the Fototype style number 

listed on the back of the calculator 
| and spins the dial. The length of the 
| “cast” line is given in inches. 

Accuracy is achieved by basing the 
average character width on the fre- 
quency with which certain charac- 
ters occur in the alphabet rather 
than on the average width of all the 
letters in the alphabet. 


The Fototype Copy Caster is made 
of flexible plastic-coated cardboard, 
and is priced at $3.50. It is described 
in a circular that is available from 
the company. 


} 





| For your copy circle No. 413 on the 
| Reader's Service Card inside back cover 


ATF Foundry Typefaces 


Shown in New Catalog 


A new catalog of foundry type has 
been published by American Type 
Founders (Elizabeth, N. J.). The 20- 
page booklet, titled “Descriptive In- 
dex of ATF Types,” displays one- 
line specimens of 248 series of type 
regularly made for stock in fonts. 

The catalog also contains infor- 
mation on how to order foundry type, 
a chart showing the approximate 
quantity of each letter in job fonts 
and other type buying information. 

The back cover of the catalog gives 
the “anatomy of types,” an illustra- 
tion showing most features of an 
individual type character and a 
number of other details concerning 
the general nature of type. 

The new ATF catalog represents 
one of the most comprehensive list- 
ings of currently available foundry 
typefaces. 


For your copy circle No. 414 on the 
Readers Service Card inside back cove 


Artype Folder Shows 
27 New Type Faces 


An easy-to-read, illustrated folder 
describing 27 new faces now avail- 
able is offered by Artype (Chicago). 
The new faces are contemporary in 
style and offer a wide variety of 
uses. Ornaments are included. 

Artype comes in pressure-sensi- 
tive acetate sheets that are self-ad- 
hesive. Complete directions for using 
this cold type are included in the 
folder. 

Artype shown in the folder is list- 
ed at $1 a sheet in black or white 
(reverse). The folder is available on 
request. 


For your copy circle No. 415 on the 
Reader's Service Card inside back cover 


Klingspor Type Foundry 
Begins Export to U. S. 


A continuing trend toward greater 
use of European display faces in ad- 
vertising typography had led another 
leading foreign foundry to establish 
U.S. sales offices. The famed Klings- 
por Foundry of Offenbach am Main, 
Germany, is now represented by an 
office in Morristown, N. J. 

The new Klingspor office makes 
available to American advertisers 
new supplies of many typefaces pop- 
ular in pre-war days as well as sev- 
eral new designs which have been 
attaining popularity in Europe. 

The Klingspor foundry is prob- 
ably best known for the faces de- 
signed by Rudolf Koch, Walter Tie- 
mann and Victor Hammer. Rudolf 
Koch joined the firm in 1906 and re- 
mained there until his death in 
1934. Two of his faces, still available 





is 


Wherever you're located... 


Indiana, \lowa, Idaho... 


\ ‘Tallahassee or 


| Vionbvahan — 


> 


ou can safely entrust 
y pny 


your advertising production problems 


J. to Bertsch & Cooper 


- Creative Composition and Layout & 


: Monotype 
- Linotype 
- Foundry Type 


expert Hand Setting 4 


— CFP: 


+ Electros 

-Tru-Tone® Plastic Plate 
- Newspaper Mat Servi 
-Tru-Tone® Etch Proof: 


» Transparencies for Offset and Gravure 
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[, BERTSCH & COOPER, Inc. 


on men, it cuts copy-fitting time in half! 


FREE 


547 South Clark Street, Chicago 5, Illinois 


FIRM NAME 


ADDRESS 


ee 
pid CITY 





NOW AVAILABLE 
IN NEW YORK 


ON FILM 
ON PAPER 
ANY SIZE » MANY FACES 


Display, body, tabular. . all set at 
machine speed. Beautiful, sharp, 
smear-proof. Perfect for offset, gra- 
vure, photoengraving, silk screen 


TYPE SPECIMEN BOOK ON REQUEST 


GILCAR CORPORATION 


202 E. 44 St., New York 17, N. Y. 
Telephone MU 2-2560 


. for more details circle 579, page 125 


The purpose of this ad 
IS TO GET ACQUAINTED 


GE, and instead of “sitting on abench” 
waiting for this chance—we'll send 
you our pamphlet to talk for us at 
JAY P atime when you feel like listening. 


WALK advertising typography 
11 E.HUBBARD, CHICAGO11 © MOhawk 4-6134 
- for more details circle 580, page 125 


Easy Way to 
Stay on the Ball 


Dozens of readers, and advertising 
agency executives in particular, have 
written us to the effect that Advertising 
Requirements is one book that enables 
them to stay on the ball. The president 


of one New York Agency, for example, 





says “Advertising Requirements is help- 
ing me to keep my staff up to date. I 
am requesting that all creative and pro- 
duction personnel read it thoroughly.” 
If you have any doubts about seeing 
every issue, we suggest you use the 
reply card in the front of the book to 
enter your own personal subscription 


at once. 
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Steel bold 
Evebold 


Jessen 
NEULAND 


Kabel heavy 
Salut 


‘ ° 
Wor ante 


from Klingspor, are well known in 
the U.S.—Kabel and Eve. Among 
the other Koch faces which have 
achieved American popularity are 
Neuland and Holla script. 


> Walter Tiemann, who was presi- 
dent of the Leipzig Academy for 
more than 30 years, designed a wide 
variety of popular typefaces for 
Klingspor. His types are less purely 
spontaneous and more polished than 
those of Rudolf Koch. Mr. Tiemann 
worked more with a brush, while 
Mr. Koch was essentially a calli- 
grapher. Tiemann Old Face, the dec- 
orative Narcissus and the Orpheus 
family are among his most popular 
designs. 

The first cutting of Victor Ham- 
mer’s Uncial took place at Klingspor 
in 1925, but the final revision, Ameri- 
can Uncial, is most popular today. It 
is available only in 14 pt., with 36 pt. 
initials. 

Among the other Klingspor type- 
faces which have achieved populari- 
ty in the U.S. is the entire Steel 
family, which is very similar to 
Lydian. A series of pen-drawn capi- 
tals by Rudolf Koch was given a 
lower case by one of his pupils, Hans 
Kuhne, to form the basis for the 
family. 


> One of the newest faces being ex- 
ported by Klingspor is Folkwang, a 
casual Roman letter designed by 
Professor Hermann Schardt, director 
of the Folkwang School in Essen. It 
combines the high legibility of Ro- 
man faces with some of the verve of 
hand-lettering styles currently in 
vogue. 

Another new Roman face with a 
casual touch is Kumlien, designed 
by the late Swedish artist, Akke 
Kumlien. Like many other new 
Klingspor typefaces, production of 
Kumlien was delayed by reconstruc- 
tion of the foundry after almost 


Marathon 
ORPLID 
Yjavot te 


Ornala 


Folkwang 


Kumlien bold 


Tiemann bold 


Orpheus bold 
sh Wallau 


Holla 
SS .:I10 


AMERICAN 
UNCIAL 


complete destruction during World 
War II. 


Other new faces include: 


e Ornata a decorative design 
reminiscent of the early 19th century 
with a modern touch. It was de- 
signed by O. W. Hadank, well known 
German package and 
designer. 


commercial 


e Variante . a series of freely 
flourished capitals intended for use 
as initials, designed by Joachim 
Romann. 


@ Salto ...a unique simulated hand- 
lettering style designed by Karlgeorg 
Hoefer. The lowercase letters are 
bold but rather austere in form, 
while the capitals are large and free- 
ly-drawn, forming a strong contrast 
with the lowercase characters. 


The Klingspor faces are available 
in a wide variety of sizes and are il- 
lustrated in a type chart and speci- 
men sheets available from the U. S. 
sales office. 


For your copy circle No. 416 on the 


Reader's Service Card inside back cover 


Book Contains Examples 


Of 400 Type Faces 


One-line specimens of more than 
400 faces available in a variety of 
sizes are shown and listed in a new 
edition of “Type Faces,” by The 
Composing Room (New York). 

The 32-page booklet is 3%x9” in 
size and reproduces one-line ex- 
amples of all of the company’s type- 
faces with information on _ the 
method of composition, sizes and 
weights. The inside back cover con- 
tains a list of standard proofread- 
ers’ marks. 

The booklet is available on re- 
quest from the Composing Room, 
130 West 46th St., New York 36. 44 





Coming Conventions 


MARCH 
29-31 


30-April 1 
APRIL 

1-3 

3-4 


4-6 


9-11 
20-22 


AUGUST 
1-4 


8-11 


30-Sept. 3 


Nat’l Paper Trade Assn—Waldorf 
Astoria—New York City 
Point-of-Purchase Advertising In- 
— Statler—New York 
ity 


Film Council of America—Conrad 
Hilton—Chicago 

— Machinery Manufac- 
turers Institute, spring meeting 
—Hotel Dennis—Atlantic City 

American Public Relations Assn., 
10th anniversary convention— 
Hotel Shelton—New York 

American Management Assn — 
packaging conference—Auditori- 
um—Atlantic City 

Nat'l Advertising Agency Net- 
work, management conference— 
Boca Raton, Fla. 

American Newspaper Publishers 
Assn, annual meeting—Waldorf 
Astoria, New York 

American Assn of Advertising 
Agencies — The Greenbrier — 
White Sulphur Springs, W. Va. 


Southern Graphic Arts Assn—An- 
gibilt—Orlando, Fla. 

Assn of Better Business Bureaus— 
40th annual conference—Fair- 
mont Hotel—San Francisco, Cal. 

Nat'l Newspaper Promotion Assn., 
annual convention—Andrew 
Jackson Hotel—Nashville 

Advertising Trades Institute—Sales 
Aids Show—The Biltmore—New 
York 

Fourth International Printing & 
Paper Fair—Dusseldorf, Ger- 
many 

Nat’l Paper Box Manufacturers 
Assn—Drake Hotel—Chicago 

Nat’l Assn Radio & TV Broadcast- 
ers—Palmer House—Chicago 

Nat'l Business Publications, an- 
nual spring meeting—W aan Face 
Inn—Lake Placid, N. ‘ 


Nat'l Sales Executives Convention 
and Sales Equipment Fair— 
Conrad Hilton Hotel—Chicago 

Associated Business Publications— 
The Homestead—Hot Springs, Va. 

Magazine Publishers Assn, 35th 
annual meeting—The Greenbrier 
—White Sulphur Springs, W. Va. 

Nat’l Assn of Litho Clubs—Bilt- 
more Hotel—New York 

Lithographers Nat’l Assn Inc.— 
The Greenbrier—White Sulphur 
Springs, W. Va. 

Nat'l Industrial Advertisers Assn 
—Sheraton Mt. Royal Hotel— 
Montreal 

Nat'l Conference of Business Pa- 
per Editors—Washington, D. C. 

Advertising Federation of America 
—Statler Hotel—Boston 

American College Public Relations 
Assn — Hotel Roosevelt — New 
York City 

Advertising Assn of the West, 
annual convention—Hotel Utah 
—Salt Lake City 


International Graphic Arts Educa- 
tion Assn—University of Colora- 
do—Boulder, Col. 

Nat’l Wooden Box Assn—summer 
meeting—Sun Valley, Ida. 

American Trade Assn Executives 
—Atlantic City, N. J. 


Nat’l Audio-Visual Assn—Conven- 
tion and Trade Show—Sherman 
Hotel—Chicago 

International Printers Supply Sales- 
men’s Guild—Bellevue-Stratford 
Hotel—Philadelphia 

Photographers’ Assn of America— 
Conrad Hilton—Chicago 


SEPTEMBER 


9-11 

18-21 
26-29 
OCTOBER 
5-9 

9-12 
11-13 
13-15 


Nat'l Paper 
—Chicago 

Advertising Specialty National Assn 
—Annual Specialty Fair—Palm- 
er House—Chicago 

Life Insurance Advertisers Assn— 
Sheraton-Gibson Hotel—Cincin- 
nati 


Assn—Conrad Hilton 


Photographic Society of America 
Chicago 

Mail Advertising Service Assn— 
Hotel Statler—Boston 

American Photoengravers Assn— 
Hotel Statler—Boston 

Direct Mail Advertising Assn— 
Hotel Statler—Boston 





CD advertisers 


Advertising Display Center 

Advertising Trades Institute 

All-Purpose Metal Equipment Corp. 124 

American Artist Magazine 

American Decalcomania Co 

American Photocopy Equipment 
Company 

Artkraft Sign Company 

Arvey Corporation 

Avery Adhesive Label Corp 


Bertsch & Cooper, Inc 

Black Box Photo & Collotype 
Studio, Inc 

Brevel Products Corp 

Brown & Bro., Arthur 

Buffalo Photo Company 

Burgess Cellulose Company 

Burke & James, Inc 

Burrelle’s Press Clipping Bureau. . 


Calumet Carton Company 
Campbell Company, W. E 
Capex Prefab Exhibits 
Carter & Galantin 

Inside Back Cover, 47, 53 
Central Press, Inc 
Chicago Cardboard Company 
Chicago Offset Printing Company. 113 
Collins, Miller & Hutchings, Inc.... 78 
Compco Corporation 86 
Consolidated Lithographing Corp.. 43 
Craftint Manufacturing Co., The... 27 
Cram, George F., Co. Inc., The.... 74 
Crocker Co., Inc., 
CSW Plastic Types, Incorporated. . 
Curtis Paper Company 


Deskfinder Company, The 
Durable Rubber Products Co 


Eastman Kodak Company 
Einson-Freeman Co., 

Engel, Inc., 

Eureka Specialty Printing Company 76 


Falulah Paper Company 

Ferber Pen Corp 

Ferrill & Company, Harve 
Filmotype Corp 

Flambeau Plastics Corp 

Foilcraft Printing Corporation 
Foxon Company, The 

Frankl Color Laboratories........ 


Gair Company, Inc., Robert 
Garden City Envelope Co 
Gaw-O'Hara Envelope Co 
General Outdoor Advertising Co... 
Gibraltar Corrugated Paper Co.... 
Gilcar Corporation 
Goodman Manufacturing Co., L. A. 
Goodren Products Corp 
Graphic Enterprises of 

Milwaukee, Inc. 
Gymer, Frederick E.... 


Haft & Sons, Inc oy 
Hankscraft Company, The. sk 
Harris Ass -ciates, Wm. Melish.. 
Hernard Mig. Co., 

Hertvy Co., 

Hill, Inc., 

Hollywood Banners 


Industrial Lithographing Co., 
Intaglio Service Corporation... 
International Color Gravure, Inc.. 


Intertype Corporation 
Inside Front Cover 


Jahn & Ollier Engraving Company. 81 
J. J. K. Copy-Art Photographers... 33 


Ketterlinus Lithographic 
Manufacturing Co 

Kleen-Stik Products, Inc 

Komisarow Studios, Don 

Kurshan & Lang Color Service.... 


Lake Shore Electrotype Co 
Lakeside Plastics 

Letter Shop Inc., 

Lutz & Sheinkman 


Major Photo Co 
Mayer Manufacturing Corporation. 18 
McGrath and Associates, Thomas F. 85 
Meyercord Co., The 
Miller Advertising 
Mohawk Paper Mills 
Monarch Matrix & Stereotype 
Co., Inc. 
Monsen-Chicago 
Moss & Co., M. E 


Nashua Corporation 

National Blank Book Company.... 
Naz-Dar Company 

Neenah Paper Company 

Nelson Associates Inc 

Neon Products, 

Noel Mfg. Co., Inc 


Oberly & Newell Lithograph 
Corporation 

Ohio Advertising Display Co...... 

Ohio Flock-Cote Co., The 

Oxford Paper Co 


Perfo Mat & Rubber Company.... 
Perry, Albert William 
Phelps Manufacturing Co 
Pioneer Rubber Company, The.... 
Plastic Service Company 
Point-Of-Purchase Advertising 
Institute, Inc 
Pontiac Engraving and 
Electrotype Co = 
Porcelain Enamel Finishers..... ; 
Publishers Book Bindery, Inc...... 


Radiant Color Co 

Rapid Copy Service, 

RCA Victor Custom Record Sales 
Reilly Electrotype Company. 


Sales Tools, Inc 

Service Bindery Co., 

Shorecolor of Illinois ; 
Sickles Photo-Reporting Service 
Sloves Mechanical Binding Co., 
Sweeney Lithographic Co., Inc... 
Switzer Bros., Inc.. eater 


Thilmany Pulp & Paper Company 
Transilwrap Co. 


Underwood & Underwood 
Union Rubber & Asbestos Co. 
United States Envelope Company 


Veritone Company 100, 


Walk. Jay P....... 

Warren Company, S. D. 
Warwick Typographers, Inc. 
Webster Electric Company... 
Woodbury and Company, Inc. 
Wrigley Displays, Inc. 
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Preferred Sources for Services and Supplies 


e Advertisements im this section limited to three inches 








Advertising Specialties 
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Advertising 
SPECIALTIES 


@ BUTTONS & BADGES 

@ MECHANICAL & WOOD PENCILS 
@ YARDSTICKS & PAINT PADDLES 
@ CHARTS & POCKET CALENDARS 


zee Geseoesseesese 


@ BALLOONS & KIDDIE GIFTS 


.and many other friendly reminders and 
luxurious gifts in metal, plastic, cloth, 
glass, paper, wood, leather, etc. 


PRICED RIGHT — FAST DELIVERY 






WRITE 
us 
TT Sith we CAN 
\ P.O. BOX 121 FURNISH 

> EVANSVILLE, IND. iT 


*»*.224 2424240400404 00848 
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Display Supplies 


In Stock 


®@ Cellulose Acetate 
All thicknesses up to .250 Transparent, 
Matte, Colors. Colors Are Transparent, 
Translucent, Opaque. Standard Sheet Size 


21x50”, Other Sizes 25x40”, 40x50” In 
Clear Only. 

@ Plexiglas 
.060 to 3.000” In Clear Transparent. 


.060 to .250 In Transparent, Translucent 
& Opaque Colors. Standard Sheet Sizes 


24x36”, 36x48”, 36x60”, 40x50”, 48x 
72”, and Sizes Cut To Order. 

®@ Vinylite—Rrigia 
Sheets 20x50” and Cut To Order. Clear 
Matte-Colors. Colors Are Transparent, 
Translucent, Opaque. .010 To .125 Thick- 
nesses. Also Flexible Vinyl .008 To .040. 


Sheets 21%x51%”, Clear & Colors. 


TRANSILWRAP CO. 


2816-18 W. Fullerton Ave., Chicago 47, Ill. 


Dickens 2-2616 
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Church Promotion 


CHURCHES! CLUBS! FRATERNITIES! 
Reach more people! How? For one way, send 
50¢ for copy of 
MANUAL OF D.M.E. 
Direct-Mail Evangelism 
comprising articles on tested methods from 
Church Management 
Write: Box 506, Robinson, Ill. 
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@ DEALER HELP MATS 


@ NEWSPAPER ADVERTISING MATS 
e cuTs 
@ STEREOS 


@ Quality 
@ Service 


@ Dependability 


HArrison 7-1564 


727 S. Dearborn 


Chicago 


MONARCH 


MATRI 


X & STEREOTYPE 
co., INC. 
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Ad Reprints 


Compare these prices 


AD 


for top quality 


REPRINTS 


3-DAY SERVICE 


On 842” 
nished us. 


Quantity 


1,000 
2,500 
5,000 
10,000 
15,000 
25,000 
50,000 
100,000 


All prices F.0.B. Marien. 


x 11’ —70 Ib. Enamel. Standard 
publication colors. 


Complete 
| side only. 


plates fur- 


1 Color per M 2 Colors per M 


$15.25 
11.00 
7.50 
6.10 
5.65 
5.05 
4.65 
4.35 


Act today. 


CENTRAL PRESS, INC. 


714 S. Adams St. 


Reprint Division 
Marion, 


Ind. 
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Color Reprints 








“TTTeeT hea 


ACCURATE/ LOW IN COST/ 
Need 100 to 10,000 natural color 
prints from Kodachrome or art 
copy? Write GEM for samples and 
AMAZING LOW PRICES. Low quo- 
tations, too, on full color brochures, 
mailers, post cards. 
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Display Letters 


A&G 





cde 


HERNARD’s Style of the Month: MERCURY 


One of 23 new styles of 3-D Display Letters. Sizes 
from %” to 6” stocked for immediate shipment. 
Also letters, trademarks, logos to specifications. 


FREE—samples & catalog. 
HERNARD MFG. CO., INC. 
923-R Old Nepperhan Ave. Yonkers, N. Y. 
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Office Equipment 


Newt 


RR, jr. TRAVELING RACK 









| 


Ten Hook-On Trays speed up print- 
ing, mimeographing, sorting, in- 
serting . . . keep things moving 
> in the mail room. Write for folder. 


All-Purpose Metal Equipment Corp. 
Rochester 14, New York 


261 Mill Street 
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Business Greeting Cards 

















Write for Greeting Card 
Distributorship 
Samples available in full color 
Sree yey re ere ee 


POSTERS OMe LALLA Aes 


Greetings 4543 N. WOLCOTT CHICAGO, 40 pileoaues 
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Art Supplies 
Ax Paste Paper —" 
Boct-Test 


BEST TEST” never wrinkles 
— curls — shrinks 






Excess 
tubs off clean 

FOR THE GRAPHIC ARTS A MUST 

A size lor every purpose Sold 

by Stationery Artect Supply and 

Photograph Dealers every 

whete 





UNiOnm 8.8888 & ASBESTOS CO 


+ we 
TRENTON, BM. 4. 
MAKES PASTING A PLEASURE 
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AR Reaches Out . 
to more advertising agencies than 
any other publication. If you sell 
advertising services, equipment or 
supplies to or through agencies 


AR is All Right... For You 








401 /Circle on Readers’ Service Card 
Uses of 


testing readership of advertising. (Page 34) 


463 /Circle on Readers’ Service Card 
New Cropping Tool 

- » « details on easy-to-use tool for produc- 
ing fast, accurate four-side cropping. The 
device is also useful for aligning and cen- 
tering subject matter in photos or artwork. 
(Page 36) 


404/Circle on Readers’ Service Card 

Air Brush Catalog 

- - - Catalog describes five air brush mod- 
els, contains elementary exercises for be- 
ginners, and describes and pictures such 
equipment as carbonic gas outfits, filters, 
gauges, spare parts and electric compres- 
sors. (Page 36) 


405 /Circle on Readers‘ Service Card 

New Photocopyer 

... circular describes Dri-stat flat-bed 
printer, new photocopyer designed to re- 
produce sharp, legible photocopies in less 
than one minute. Also described is Peerless 
Photo Products’ complete line of photocopy 
equipment and papers. (Page 37) 


406 /Circle on Readers’ Service Card 
Advertising Envelope 

- - - samples of advertising envelopes with 
colorfully printed back, featuring a variety 
of designs. Pictures or color bleed on all 
four sides of the envelope back. The en- 
velopes come in different sizes and colors, 
with or without windows. (Page 64) 


407 /Circle on Readers’ Service Card 

Story of Envelope Production 

. » » booket describes in detail the story of 
envelope production from raw materials to 
finished product. Emphasis is given to spe- 
cial processing, such as bordering, die cuts, 
edd sized and shaped envelopes, tissue 
lining and paneling. (Page 64) 


Extra Numbers 


Something new has been added to 
AR's Readers’ Service department. 
Most of the advertisements ap- 
pearing in this issue have a line at 
the bottom reading: “. . . for more 
details, circle 000, page 125.” If you 
desire additional information con- 
cerning the products or services of- 
fered by AR’s advertisers, all you 
need to do is to circle the numbers 
on the Readers’ Service card corres- 
ponding to the numbers appearing at 
the bottom of the ads describing the 
items in which you are interested. 


ar BU teouriiite MLCT E: 


Requirements 


- 


* Send for these helpful selling tools 


408 /Circle on Readers’ Service Card 


Samples 
ples of menu and cover papers in new 
sampler booklet. Examples of available 
weights and colors in each stock are shown. 
(Page 64) 


Baby-Sitter's Memo “ad 

... Sample Baby Sitter's Memo Pad by 
Minut@ Man Decalcomania Co. includes 
space for listing emergency phone numbers, 
numbers of close friends and relatives, and 
listing of other baby sitters used by family. 
Pad is 4x5%", and is designed for use by 
dairies, supermarkets, laundry and clean- 
ing services, beauty shops and other out- 
lets serving the family market. (Page 66) 


410/Circle on Readers’ Service Card 
Flood Light Premium 

. . . Circular describes portable flood light 
premium that operates on either its internal 
batteries or electric current. Encased in 
steel with a transparent plastic handle, the 
lamp has space for imprinting. (Page 76) 
411/Circle on Readers’ Service Card 

Car Owner's Utility Kit 

. .. Circular describes car owners’ utility 


kit which snaps on auto sun % 
signed as a premium, the kit includes 
items as memo pad, mirror, comb, nail file 
scissors, Band-Aids and pencil. (Page 77 


412/Circle on Readers’ Service Card 


from “green Duck Mig. Co. abov* ‘ts Ad-Cli- 
—a standard paper clip wi. a patentea 
“billboard” which carries advertising mes- 
sages, slogans or logotypes. (Page 77) 


413/Circle on Readers’ Service Card 

Cold Type Calculator 

. . . Circular describes calculator designed 

to “cast” cold type in caps and lower case 

or both. Developed by Fotoiype Co., the 

calculator is based on character count and 

gives the length of the “cast” line in inches. 
(Page 120) 


414/Circle on Readers’ Service Card 
248 Type Series 

. new ATF catalog displays one-line 
specimens of 248 series of type made reg- 
ularly for stock in fonts and includes infor- 
mation on how to order foundry type, a 
chart showing the approximate quantity of 
each letter in job fonts and other type buy- 
ing information. (Page 120) 


* Please print or type information below 
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Company. 
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Address__.__ City & Zone 


* Please send me the following: 
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RIE ree 
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BUSINESS REPLY CARD 
First Class Permit No, 95, Sec. 34.9, P. L. & B., Chicago, Dl. 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 

Chicago 11, lil. 
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Boar cgas a raenrine nts 























% Send for these helpful selling tools 


415 /Circle on Readers’ Service Card plated, easily interchangeable metal price 
27 New Cold Type Faces markers and display letters and numerals. 
... Mlustrated folder describes 27 new Silhouette in style, the letters and numerals 
faces now available in contemporary styles fit into a slotted base for easy changing, or 
and offered by Artype. Ornaments are in- can be cemented permanently to the base. 


cluded. (Page 120) (Page 96) 
416/Circle on Readers’ Service Card 419/Circle on Readers’ Service Card 
European Type Faces How Decals Are Used 

... type ‘charts and specimen sheets of . . - booklet features 12 full-color pages 


Klingspor European display faces are avail- showing wide variety of decals with current 
able and show faces that were popular in applications by many different advertisers. 
pre-war days, as well as new designs Decals shown include dealer identification, 
which have been attaining popularity in association and fraternal, school and sport, 
Europe. All faces are available in a wide export, travel, parking lot identification, 
variety of sizes. (Page 120) window sign and valance, indoor sign and 


decal letters. P 94 
417/Circle on Readers’ Service Card eS - (Page 94) 


Early American Ad Art 420/Circle on Readers’ Service Card 
. . . descriptive literature is available on Metal Signs Pictured 
the new, expanded two-volume edition of . +. catalog shows 22 examples of metal 


Clarence Hornung’s “Handbook of Early roadside, point of purchase and exterior bus 
American Advertising Art.” The books in- and car signs. The examples, which are 
clude some 3,800 cuts, 2,000 examples of shown in full color, range from a 19” circle 
early pictorial art, and 1,750 type designs. sign for GB beer to an 8x10’ reflectorized 

(Page 63) sign for Oliver farm machinery. (Page 94) 


418/Circle on Readers’ Service Card 421 /Circle on Readers’ Service Card 
Price Markers, Display Letters Complete Line of Decals 
. . . illustrated circular describes chrome- . . . Series of folders and brochures de- 





offset layout for office or plant. (Page 109) 


425 /Circle on Readers’ Service Card 
Process Selector Card 

. » . selector card recommends types oi 
processes for a wide variety of different 


charts, jumbo letters, window streamers, 
etc. in quantities from 1,000 to 100,000 and 
more. Offered by Colortone Press. 








(Page 112) 
Saeed on Sentey Service Card 
BUSINESS REPLY CARD SARS. ... Samples, price lists and additional in- 
First Class Permit No. 95, Sec. 34.9, P. L. & RB., Chicago, Il. ae formation are available on Shorecolor’s new 
. Raa technique for producing four-color printing 
Sagas — omically oe sheets and covers, 
serts, direct mail pieces and brochures. 
Readers’ Service Dept. a (Page 112) 
ADVERTISING REQUIREMENTS eae 427 /Circle on Readers’ Service Card 
200 East Illinois St., alan i es . circular describes pre-assembled mo- 
ame: e suitable for point of purchase displays. 
Chicago 11, Ill. come es Called the “Mono-mobile,” it includes free- 
form cardboard components and is pre- 
eee balanced and assembled ready to hang in 
a ed convenient “punch out” card form. 
erty (Page 113) 
Readers’ * Please print or type information below Extra Numbers 
Service Somethin 
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» CARTER & GALANTIN Trademark 


SELLING ACTION/ 


Action does more than just attract attention in promotions by Carter and Galantin - 


This salesminded approach is the tr 


it makes a selling tool 


we design it to do a selling job! ademark of every C&G 


‘d like to show you how of every promotion. 


development — and we 
"SELLA Vox 
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ction brings your hidden product 


nis proven C&G development 
‘sales prompter e 
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tic impact of X-RAY light a 
nd be sold. Tt 


lesman and prospect 


they SELL as they ROLL! 


Here’s light in revolving motion that presents an endless selling message - - 


sells your product features continuously —day and night. Low-cost - . 
trouble-free . . . creates strong sales impressions 


Las they MOVE! 


: 
rl qimensional MOVING actio 
h the produc 


The drama 
< out where they can sell a 


n of sa -a 
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ROTOLIGHT PRE 
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how we are building, these and 


otions tor America S$ 


CARTER & 
GALANTIN 


Chicago 6 * ANdover 3 6546 


‘blue-chip advertisers 


selling prom 
Write or phone 


710 W. Jackson ° 


and let us show you how we can 
build C&G developments into a fres”, 
hard-hitting promotion for you 
See us at 
POPAI Symposium booths 32 
* LOS ANGELES ° DETROIT 


“ Pp sae CHICAGO 


- for more details circle 593, page 125 


and 33 
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Long-lasting, prestige display is yours at low yi 2 

unit cost with impressive LAMCOTE Plaques. VG 
Exclusive, patented process applies a tough, i | 

transparent film of gleaming plastic over any 

printed material . . . transforms color or 

black-and-white ads, trademarks, illustrations. 

certificates, into prominent sales stimulators. 


Permanently laminated on Duron or 
Masonite, these plaques are beautified with 
beveled edges tinted in matching or contrast- 
ing colors. 


Discover the finer quality . . . the added 
sales life . . . of LAMCOTE Plaques — write 
for samples and prices today! 


this complete service available at 
both Chicago and Jersey City plants 


WORLD'S LARGEST MOUNTERS AND FINISHERS OF ADVERTISING DISPLAYS 


ARVEY@CORPORATION “aS 
for standing or 


SINCE 1905 hanging. 


3462 N. Kimball Ave., Chicago 18 
300 Communipaw Avenue, Jersey City 4 


. for more details circle 594, page 125 





